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May 30, 1985 


Attention Members, 

This letter is to inform you of a new communications system to service the industry 
nationwide. This new communications system is called OMA (Operators-Manufacturers 
Alliance). We are sure that you have read about this new communications system in all of the 
industry trade magazines. The OMA will provide a communication link between operators and 
manufacturers. Several 800 numbers will be provided for your convenience to call OMA if you 
have any questions about any of your equipment from any manufacturer. This includes technical 
information, marketing information, modifications; and to discuss your ideas and input on modifi- 
cations of games presently on the street. Also, your ideas of future design of any piece of 
equipment—i.e. video, pinball, shuffle alley, phonograph, pool tables, foosball, etc. 

This communications system will be the start of a new bond between the manufacturers 
and the operators. This sytem will in no way exclude the distributors. It is simply providing a 
support system for the distributors and manufacturers to provide a better communication system 
for the industry. We are sure that there have been times that you, the operator, have wanted to 
contact a specific manufacturer in order to get advice, give advice, or to ask a specific question toa 
specific department, but fail to follow through with it. This is where OMA will help you, by making 
calls for you and getting rapid replies. Your downtime will be cut to a minimum. Those of you who 
have been successful in reaching the factories have sometimes been unsuccessful in reaching the 
person or persons to correctly handle your needs. We feel that the industry is somewhat frag- 
mented after the video boom. Now that business is settling down, we want to bring unity to the 
industry through communication. There will be a $100 a year fee to join OMA. This cost is simply a 
help to defray printing costs. The factories will be supporting OMA financially to offset overhead in 
other areas. There is a form at the bottom of this letter for you to fill out and mail to OMA with your 
attached check. Please reply as soon as possible. 


Sincerely, 


e . | 


{ Joe Peters 
President, OMA 


1-800/222-1537 (in Texas) then dial 993417 
1-800/225-0227 (outside Texas) then dial 993417 


REGISTRATION FORM 


Company Name: 


Address: 

(| ee 
Phone: A/C ( ) 

Remit $100 with this registration form to this address: 


OMA 
1349 E. Seminary Drive 
Fort Worth, TX 76115 
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UP FRONT 


Separating the Bulls 
from the Chips 


The June 15, 1985 issue of Play Meter has very few 
pages of advertising in it. But that’s not because there’s still an 
advertising boycott against the magazine by certain 
manufacturers. Far from it. 

The lack of advertising at this time of the year reflects a 
lack of confidence by many in business for the immediate 
future. Many equipment manufacturers and suppliers say they 
can’t afford to advertise their products at this time of the year. 
Business is bad, they say. 

You’d think advertisement in Play Meter cost millions and 
millions of dollars, rather than roughly what they’re asking an 
operator to spend for one machine. 

Some manufacturers and suppliers have even suggested 
we run their advertisements for them free of charge, or at least 
at great discounts. But it is not the practice of this magazine to 
give away free advertisements to manufacturers just to make 
the magazine look fat and the industry to look healthy and 
bullish. 

If certain manufacturers and suppliers have a crisis of 
confidence in the future of this industry, we feel such shill 
advertisements would be a disservice to those who, like us, 
believe in the future of the coin-operated amusement industry. 
So we are not going to pretend they’re bullish on the industry 
when, in fact, they’re afraid to re-invest in the industry at this 
time. Play Meter’s goal is not to deceive the industry, but 
rather to act as a mirror reflecting exactly what the industry 
feels about itself. And, today, many in the industry apparently 
don’t have much faith in the future. 

When solicited for advertising in this issue, one 
manufacturer with current product on the market even went 
so far as to say, “I’m not doing any advertising at this time. I’m 
not doing anything at all. I’d sooner put my money in the bank 
and draw interest, than put it back in the industry at this time. 
I'll get aggressive again in September.” 

The industry is filled right now with a lot of these self- 
fulfilling prophets. Business has always been bad in the 
summertime, they say; so business this summer will also be 
bad. Yet still they want operators to demonstrate confidence 
in the market by buying anyway. 

It’s a seasonal thing, they say. Things will pick up in the 
fall, and they'll be ready to introduce new equipment and 
advertise again. That’s not bullish. It’s just plain bull. You don’t 
turn aggressive salesmanship and marketing on and off like a 
faucet. What we’re faced with here is excuse-making. We’re 
making excuses why we can’t do things, instead of doing what 
has to be done. 

Nothing comes to he who waits. 

Few people realize that Steven Spielberg’s greatest 
contribution to the motion picture industry wasn’t E. T. It was 
his discovery that millions of people didn’t leave the planet 
Earth during the summer months. Obviously, he must have 
noted that the only movie that had been able to outgross Gone 
With the Wind, up until that time, was a made-for-summer 
movie called Jaws. So, while those dummies at MGM and 
Columbia Pictures were still thinking that the only time to 
introduce new motion pictures was in the fall and at 
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Christmastime, Spielberg started releasing movies in June! 

Spielberg knew there were roughly as many people on the 
face of the earth during the summertime as there were during 
the other times of the year, and those people still had a desire 
to be entertained. So he started a motion picture revolution, 
summer releases, and presto! Box office smashes. 

This summer more than 80 motion pictures will be 
released. In fact, the motion picture industry now has three 
different seasons—the summer movies, the fall movies, and 
the winter movies. 

Why won’t such pioneering instincts work for the coin- 
operated entertainment industry? Simply because there still 
exists, among the industry’s manufacturers, a pervasive 
feeling of defeatism. Instead of trying to make things happen, 
too many manufacturers have adopted the motto “Don’t just 
do something! Stand there!” 

Are we to believe that months with four or six letters, by 
nature, spell doom and defeat for the coin-operated 
entertainment industry? After slowly building a new product 
momentum, with new, exciting releases, the enthusiasm has 
suddenly died at the factory level. Manufacturers are 
apparently waiting around for operators to make the first 
move. And operators are waiting for manufacturers to do 
something. It’s a stalemate where the industry keeps getting 
staler and staler all the time because everyone is afraid to do 
something out of the ordinary, to take that Spielberg risk. 

So the next time a game supplier talks to you about the 
need to be bullish on the industry, on the need for an industry 
optimism, just pick up your most recent summer issue of Play 
Meter magazine and see if he’s bullish or just full of bull. That 
way you'll see if the person is just blowing smoke or if he really 
believes what he’s telling you. Talk, after all, is cheap. The only 
way you can tell the man is by where he puts his money. Those 
who are afraid to re-invest in the industry and who are trying to 
alibi their ways around it may blame the stars in the sky or the 
seasons of the year for their lack of success. But the true 
winners will be those who didn’t look for excuses. 

We'd like to mouth empty words of optimism at this time, 
but we feel it’s much more honest that we reflect the apparent 
defeatist, grim attitude shared by most equipment suppliers. 
Operators, looking to invest in the future, should be aware of 
what manufacturers are bullish on this industry. They’re still 
advertising at this slack time. And opertors can also tell which 
manufacturers lack confidence in the future; they’re the ones 
who can’t even afford to invest as much on an advertisement 
as they’re asking an operator to invest for the purchase of a 
single machine. 


ah Ke ges 


David Pierson 
Editor 
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Letters to 
the editor... 


Vested interest? 


When Frank Seninsky’s article on 
UBI pool tables first appeared in your 
magazine (Play Meter, Oct. 1, 1983), I 
called to register my displeasure that a 
staff writer with vested interest could 
exercise editorial privilege to promote 
a competitor’s product. The article 
should have been labeled “Advertise- 
ment” so that it could have been evalu- 
ated on the same basis as Mr. Senin- 
sky’s company’s advertisement for this 
product in the same issue. I’m sure the 
majority of your readers and those 
receiving the recent brochure (from 
UBI which reprinted the article) were 
not aware of Seninsky’s relationship to 
UBL. 

Charles P. Milhem 
President 

The Valley Company 
Bay City, Michigan 


REPLY: 

This review, as other reviews, 
brought out both the good and the bad 
aspects of UBI’s pool tables. 

I have reviewed many different 
products for the industry covering as 
many manufacturers as is possible for 
a route operator to do. 

Reviewing a game usually means I 
have to buy it! And Im very choosy in 
what I buy. 

Mr. Milhem was displeased with 
this review because he believes 
(wrongly) that I have a vested interest 
in United. Yes, as an operator I have 
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several United tables on my route and 
am very familiar with the workings of 
these tables. But I have sold United, 
Irving Kaye, and Valley tables, 
according to operator requirements. I 
do not have any vested interests with 
UBI. Operators get an honest evalu- 
ation of all available equipment from 
me because I don’t have to push pro- 
duct to meet quotas, and that’s the case 
with my “relationship” with UBI as 
well. 

Many companies have asked me to 
review their products, since a good 
review would help sales. I have taken 
the approach not to review products 
that I feel would be bad investments 
for operators. However, there are 
many good products that I have not 
reviewed (and Valley pool tables 
happen to be among them), because of 
limited time, and not having the game 
or table to work with. 

As an aside, I'd like to say small 
companies and newcomers usually 
don’t get the attention they deserve 
even when a good product is intro- 
duced. For that reason, I have tried to 
keep up with these companies when I 
felt they had a worthwhile product. 

Frank Seninsky 
“Frank the Crank” 


Enjoyed ‘Up Front’ 


I so enjoyed the Up Frontarticle in 
the May I, 1985 issue (“Imagination is 
Our product”). 

J. D. Meacham 

Director of Communications 
and Research 

AMOA 

Chicago, Illinois 


Unsatisfied customer 


In November 1984, I answered an 
ad in Play Meter by Cal Distributing 
Company, San Jose, California, fora 
Pole Position IT kit. 

We sent a bank check to Cal Dis- 
tributing Company and it was 
deposited in the bank. But I have not 
received the merchandise. 

I was able to contact them on the 
phone once in November and they told 
me the check had been overlooked and 
they had sent the kit. Since that time I 
have sent them letters and many phone 


calls, but have received no answer. 
They use a phone message answering 
machine and only answer those calls 
they want to. 

As of this date, I have received no 
money or kit and I am sending data to 
Consumer Fraud, Postal Inspection, 
Etc. 

Norman Levine 
President 

Bell Vending, Inc. 
Buffalo, New York 


REPLY: 

Cal- Distributing is currently in the 
process of procurring and sending to 
Mr. Norm Levine, owner of Bell Vena- 
ing, one Pole Position II kit, as pre- 
viously ordered. 

Cal Distributing has been closed 


for quite a while. We are currently in 


the process of organizing all accounts 
receivables and payables, as explained 
to Mr. Levine on several occasions. 

He has launched a one man 
libelous attack on the company. This is 
something, however, for our attorneys 
to resolve. Our concern is to get Mr. 
Levine his merchandise post-haste. 
Within two weeks, we will ship Mr. 
Levine his kit as ordered, as it will take 
that long for us to procure the 
merchandise. 

We honestly hope, once Mr. 
Levine has received the merchandise, 
he will be as anxious to communicate 
our fulfillment of his order as he has 
been to complain about the length of 
delivery. 

We sincerely hope this letter has 
helped straighten out this unfortunate 
problem. 


Rick Schott 
Cal Distributing Co. 
San Jose, California 


H 
PRICES AND SEE! 


HOFFMAN & HOFFMAN tokens are 
minted under the most rigid quality control 
standards. We match Old World craftsmanship with 
advanced technology. HOFFMAN & HOFFMAN has 
the best prices, fastest delivery, and highest quality 
tokens in the nation 


CUSTOM TOKENS SHIPPED IN 10 DAYS 


HOFFMAN & HOFFMAN 
P.O. BOX 896, CARMEL, CA 93921 


800-227-5813 
IN CA 800-227-5814 


A cause the industry 
should rally around 


Oseraters of coin-operated 
amusement equipment probably have 
at their disposal one of the most effec- 
tive means of helping locate missing 
children in the United States today. 
Video games. 

A recent one-hour national telecast 
can probably best illustrate how a con- 
certed effort by our industry can help 
combat one of the most terrifying 
crimes today—kidnapping. The special 
one-hour telecast showed pictures and 
told the stories of several missing chil- 
dren; and, within hours after the tele- 
cast, two children—both sisters—were 
recovered. In their case, they had been 
abducted by their father who had kid- 
napped the two girls after a court 
decided against giving him custody. 
Ironically, the two girls didn’t even 
know they were missing. Their father 
just told them their mother didn’t want 
to see them again. It was only by 
chance that they even learned they 
were, in fact, missing. Both of them are 
teenagers. There are thousands of 
similar stories in the United States. 

According to nearly all published 
reports, the biggest percentage of 
missing children are victims of 
parental abduction like these two girls. 
Still more missing children are, in fact, 
runaways. And the rest are kidnap 
victims, abducted by strangers—that 
is, Someone other than the children’s 
natural parents or guardians. 

In all three cases, we in the coin- 
Operated amusement industry have an 
opportunity to help locate missing 
children. A volunteer organization 
formed by video operators has set up 
toll-free hot line numbers to help in 
this cause. The group is called the 
Video Operators Childrens Alert Line 
(VOCAL), and VOCAL has won the 
endorsement and support of industry 
groups and associations. It’s time for 
us to do our part. 

VOCAL has embarked on an 
ambitious program of printing posters 
of two missing children along with per- 
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sonal information about those two 
missing children. Also, the organi- 
zation has set up a toll-free hot line to 
help locate these children. 

What VOCAL hopes is that every 
operator inthe country will place these 
posters on the sides of their games in 
the hope that someone playing the 
games will recognize one of the faces 
and help locate a missing child. And, 
quite frankly, the VOCAL program 
has excellent chances of success 
because our games are located where 
children congregate. And , if a child is 
the unknowing victim of an abduction, 
as was the case mentioned earlier, it’s 
possible the child can be reunited with 
his family. And in the case of runaways 
and stranger abductions, these posters 
might also help locate a missing child. 

For a long time now the coin- 
Operated amusement industry has 
been like a rebel without a cause, it’s 
been an industry without a purpose. 
Video games are a waste of money, 
they say. A waste of time. Video games 
have been criticized as being totally 
without socially redeeming value. 
And, now that the industry has settled 
down toa more moderate level of busi- 
ness, a lot of industry people are like- 
wise doubting their purpose. 

But whether the video game vigi- 
lantes like it or not, the fact remains 
that our video games are in nearly all 
the places where children congregate. 
And it’s simply because of that that 
this industry has an opportunity to 
demonstrate that video games can help 
with a great social problem. 

But, in truth, a program like this 
can work only if the entire coin- 
operated amusement industry gets 
behind it and works to make it happen. 
So Play Meter magazine will reprint 
the VOCAL posters in each twice 
monthly issues of Play Meter. We ask 
you to photocopy these posters and 
place them on your machines and to 
rotate the posters (perhaps with each 
machine collection). With that kind of 


saturation, chances are we can help 
find some missing children. 

You will find the new VOCAL 
poster in each issue of Play Meter. 
There is no copyright problem. In fact, 
VOCAL asks you to photocopy the 
poster and post it in a prominent 
place—like on your video games. 

Additionally, to show a consoli- 
dated industry effort on this behalf, 
Play Meter is asking for poster spon- 
sors. At the bottom of each poster, 
Play Meter will print the name and 
logo of the manufacturer, distributor, 
or operators’ association or organiza- 
tion that donates $250 to sponsor a 
particular poster. 

Please note none of this money will 
go to Play Meter. In fact, those who 
wish to sponsor a poster, should make 
their checks payable to the Hide and 
Seek Foundation. Those wishing to 
maintain anonymity can request per- 
haps a line such as “This poster spon- 
sored by the coin-operated amusement 
industry” or some similar language. 
This money will go to help defray the 
costs of maintaining the toll-free hot 
line. 

We ask all industry organizations— 
public, private, profit, non-profit—to 
support this worthwhile industry 
cause. If ever there was a cause which 
is perfectly suited for the coin-operated 
amusement industry, this is it. The 
physical placement of our machines in 
locations which children frequent, and 
children’s attraction to them attest to 
the good results our united industry 
effort may achieve. 

As operators, we must post these 
posters on our machines. 

As distributors, we must encour- 
age our operators to post the posters. 

As manufacturers, we must support 
financially a cause which helps accen- 
tuate the positive about our industry. . 

Perhaps no longer an industry 
without a purpose, we as an industry 
now have an opportunity to demon- 
strate our social responsibility. * 
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Erin Lynn Fisher Beau Dylan Arceneaux 
D.O.B.: January 8, 1983 D.O.B.: June 7, 1982 
Hair: Blond Hair: Blond 
Eyes: Blue Eyes: Blue 
Height: average 
Weight: average Disappeared September 3, 1983 


from Nacogdoches, Texas 
Disappeared February 13, 1984 


from Lakewood, Colorado 


If you have information about either of these children please 
Call: 1-800-235-3535 


SEEK 
- Distributed by: 
& Hide and Seek Foundation, Inc. 
e 8 6 e L 
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Video Operators Childrens Alert Line 
P.O. Box 14574 
Portland, OR 97214 


Volunteers Can Call (503) 232-9293 


Please make as many copies as needed and post in your locations. 
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Jukebox compromise reached 


The Amusement and Music 
Operators Association (AMOA) and 
the performing rights organizations 
(BMI, SESAC, and ASCAP) reached 
an agreement in principal on April 
17 concerning the compulsory juke- 
box license fees imposed on juke- 
box operators in 1978, but jukebox 
operators are less than enthusiastic 
with the agreement. 

The agreement, signed on May 
13 in a Washington D.C. ceremony 
presided over by Representative 
Robert W. Kastenmeier, chairman 
of the House judiciary subcommit- 
tee, ended a turbulent battle in 
which AMOA, representing the 
jukebox operators, questioned the 
fairness of the license fee, fought to 
have it abolished, then agreed to a 
compromise for reasonable fees. 

The accord allows a 20 percent 
($10) rebate in 1985 and 1986 to juke- 
box owners who have paid the $50 
license fee. In 1987, when the license 
fee will be at least $60, a rebate will 
be allowed for any amount over 
that, provided at least 110,000 juke- 
boxes are registered by the end of 
the year. The rebate will be similar in 
1988 only if 115,000 jukeboxes are 
registered by the end of that year. 
The agreement also set up a 
mechanism for future compromises 
between the parties. 

The AMOA (MOA at that time) 
was formed in 1949 to fight the 
threat of losing the exemption juke- 
box operators had against paying a 
royalty fee. The exemption remained 
intact until Congress revamped the 
entire Copyright law in 1976. The 
exemption had been in effect since 
1909. 
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AMOA was unable to maintain 
the jukebox exemption, and Con- 
gress decreed operators pay a com- 
pulsory jukebox license fee which 
would be paid to the performing 
rights societies for the operators’ 
commercial use of the songwriters’ 
intellectual property. The Copyright 
Royalty Tribunal, a governamental 
body set up by Congress to adjudi- 


cate jukebox copyright fees, raised 


the per-jukebox fee from the initial 
$8 in 1978 to $50 in 1984. 
However, that increase was not 
related to the profitability of 
operating jukeboxes commercially. 


Erratum 


In an advertisement in the 
May 15 issue, Play Meter maga- 
zine wrontly included a toll-free 
telephone number for operators 
to call for information about the 
new Triv-Quiz II video trivia 
game from Status Game Corp. 
of Newington, Connecticut. 

This was in error. 

Status Game Corp. does not 
have a toll-free number. 

Operators who may have 
called the toll-free number 
erroneously should note that 
there is only one Triv-Quiz I! 
video trivia game, and the 
correct telephone number for 
factory information about that 
product is available only by 
calling 203/666-1960. 

Play Meter apologizes to 
Status Game Corp. and to its 
customers whom our error may 
have confused. « 


For Play Meter magazine’s 
annual operators’ survey in 1978 
showed the average weekly gross on 
a jukebox was $52. And operators 
were being required to pay an $8 
fee. Then in 1984, when the per 
jukebox rate was increased to $50, 
Play Meter’s survey showed opera- 
tors averaging a weekly gross on 
their jukeboxes of $40. 

The declining profitability of 
jukebox operators was reflected ina 
continuing decline in the number of 
jukeboxes licensed by the federal 
government. In 1978, 143,396 juke- 
boxes were registered with the 
copyright office. However, the 
number was down to 103,062 in 
1984. But the copyright office and 
the performing rights societies 
maintain that the decline reflects a 
growing number of operators not 
registering their jukeboxes. So the 
new agreement between the AMOA 
and the performing rights societies 
included the quota of registrations. 

Prior to that agreement, U.S. 
Representative John Breaux of 
Louisiana and Senator Ed Zorinsky 
of Nebraska introduced a bill to 
Kastenmeier’s judiciary subcommit- 
tee for final resolution. Kastenmeier, 
who had stated he disagreed with 
the Copyright Tribunal’s decision to 
raise the fee from $8 to $50, pushed 
for a compromise resolution be- 
tween the parties through negoti- 
ations in place of the Breaux/Zorinsky 
bill. 

The Breaux/Zorinsky bill called 
foraone time $50 royalty fee on new 
jukeboxes and a one time $25 fee on 
used. AMOA and the performing 
rights societies met on numerous 
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occasions with the objective of 
reaching a compromise. 

The May 13 signing of the agree- 
ment was the culmination of these 
meetings, and a disappointment to 
Operators. Said David Dougan of 
Indiana Amusement and Music 
Operators Association, “The general 
attitude among operators is that 
nothing was gained. In just two 
years (1987) we will be worse off 
than we are now.” 

Added Thomas Wyscaver of 
Colorado Coin Industries, “The fee 
just keeps going up and it’s just too 
high. This fee has hurt the jukebox 
business.” 

David Goudeau of the Louisiana 
Amusement and Music Operators 
Association put it like this. “The 
agreement wasn't what we hoped 
for. Money talks, contrary to what 
anyone believes, and the perform- 
ing rights organizations have a lot 
more at their disposal than AMOA 
does. | guess we better take what we 
can get.” 

And Kem Thom of the Associated 
Buyers’ Club in Chicago said, “The 
AMOA did what it had to. | think we 
came out ahead under the circum- 
stances.” 

The circumstances Tom referred 
to were obvious to some operators. 
The performing rights societies, 
with unlimited resources, could 
have held out far longer than 
AMOA. And though operators were 
disgruntled over the outcome of the 
negotiations, all admitted that 
AMOA did the best it could. 
‘“ASCAP was prepared to fight until 
AMOA went bankrupt,” said Gou- 
deau. “So what we ended up with 
was all AMOA could have done. 

Thom added, ‘Operators will 
benefit a lot more in the long run 
than if nothing was done. It was a 
no-win situation, but we got every- 
thing we could.” 

And Dougan agreed with the 
others, saying, “I’m not happy about 
the decision, but I’m not critical of 
AMOA. It was at a stalemate. | don’t 
think AMOA could have done more 
against the performing rights soci- 
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eties. They have more resources.” 

And if a favorable aspect of this 
agreement can be found, it isin the 
coming together of the two sides. 
Said Thom, “They used to look 
down onus. But now they realize we 
are businessmen and the industry is 
not all the gold and glitter it was 
reputed to be. | think they now 
understand and won't treat us like 
nobodies again.” 

AMOA conceded that the agree- 
ment may not be allit hoped for, but 
justified it by saying in a newsletter 
to members, “While it (the agree- 
ment) does not go as far as AMOA 
would have liked, the Government 
Relations Committee took into 
account considerable expense and 
uncertainty of a prolonged legisla- 
tive battle. The copyright societies 
have far greater resources than 
AMOA and are prepared to spend 
whatever it takes to block legislation 
they oppose. As a result of this 
agreement...AMOA will have devel- 


AAMA 


elects board of directors 


oped considerable rapport in 
Washington by its willingness to 
negotiate.” 

The leaders of the performing 
rights organizations, Hal David of 
ASCAP, Edward Cramer of BMI, and 
Robert Thompson of SESAC and 
president of AMOA John Estridge 
issued this joint statement at the 
conclusion of the May 13 meeting, 
“This agreement opens the door to 
cooperation between creators and 
copyright owners of music and 
jukebox operators—cooperation 
that has never existed before.” 

For the future, jukebox owners, 
although receiving a modest rebate 
for the next two years, will pay 
higher fees after that. The compul- 
sory license fee will be no less than 
$60 in 1987 and probably in the $65 
to $75 range. And in specifying a 
registration quota, based on current 
registraion figures, operators should 
be prepared to pay the higher fee 
that year. * 


Members of the American Amusement Machine Association 
(AAMA) 1985 board of directors elected May 17 during the asso- 
Cilation’s annual meeting in San Francisco are: 

Back row (left-right): Norman Goldstein, Monroe Manufac- 
turing and Distributing; Frank Ballouz, Nintendo of America; John 
Britz, Bally Manufacturing; Bob Lloyd, Data East, U.S.A.: Paul 


Moriarity, Taito America. 


Front row (left-right): Joe Dillon, Williams Electronics; Ira 
Bettelman, C.A. Robinson; Joe Robbins, Kitkorp; Shane Breaks, 


Atari Games. 
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NEWS 


Louisiana to define gambling devices 


In an attempt to curb the pro- 
liferation of video credit poker 
machines in Louisiana, representa- 
tive Emile “Peppi’” Bruneau intro- 
duced a bill whereby gambling 
equipment would be more accu- 
rately defined by law. According to 
Bob Nims, AMA distributor in New 
Orleans, “The bill stemmed from a 
disagreement in definitions of a 
gambling machine between the 
state attorney’s office and the 
Department of Public Safety.” 

The current law states that a 
gambling device is any slot machine, 
any machine with a cash automatic 
pay out device, or a pinball or other 
ball machine equipped with a 
mechanism to release the number 
of free plays. 

The new bill will retain the above 
definition of a gambling device but 
will add the following: Any video 
machine which accepts coins or 
credits for the purpose of advancing 


the odds or benefits to the player for 
successful completion of the object 
of play or which may reward a cum- 
ulative total in excess of fifteen 
games or replays. 


A comment made by one of the 
house members before the vote was 
called, brings back memories of 
what many opponents of gray area 
games said could happen. Repre- 
sentative Singleton stated, “If we're 
going to outlaw some types of video 
games, let’s just outlaw them all.” 
according to the Louisiana Amuse- 
ment and Music Operators (LAMOA) 
president David Goudeau, “When 
Representative Singleton made that 
statement, several representatives 
left the room so the vote was 
delayed another week.” 


And though Goudeau attended 
the meeting, the LAMOA has 
decided to remain neutral on the 
issue. Said Goudeau, “The board 


took a vote and decided we would 
not be for the amendment or 
against it. The board felt that no 
matter which side we took, we 
would lose members. (The associ- 
ation currently has about 70 mem- 
bers.) We will make no stand what- 
soever on this bill.’’ Nims added that 
the association is in a transition 
period while looking for a new 
executive director and were unable 
to have a meeting to determine the 
facts. 

Should the bill pass, the credit 
pokers will still be illegal but law 
enforcement officers will be able to 
confiscate games by definition 
instead of having to observe payouts 
as is the case now. Said Goudeau, “If 
the bill passes we'll be right where 
we are but they can take the games 
on sight. However, if the bill does 
not pass, the games will still be 
illegal, it is just a little harder to 
prove.” 


Seidenfeld resigns, Jenkins promoted 


Glenn K. Seidenfeld, Jr., vice 
president, secretary and general 
counsel, has decided to leave Bally 
Manufacturing Corporation to 
pursue a new career in commercial 


Glenn 
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real estate development effective 
July 1, 1985. 

Robert E. Mullane, president 
and chairman of the board, an- 
nounced that Neil E. Jenkins will be 
promoted to secretary and general 
counsel of Bally, July 1, 1985. 

“We are extremely sorry to see 
Glenn leave. He has served Bally 
admirably, and we wish him the best 
in his new endeavor,” Mullane said. 
“However, we are extremely fortu- 
nate to have an attorney of Neil 
Jenkins’ caliber and talent already 
serving the company which will 
make for a smooth transition,” 
Mullane added. 

Seidenfeld, who joined Bally in 
1976 after associations with a major 
Chicago law firm and the Securities 
Exchange Commission in Washing- 
ton, D.C., will remain as a consultant 


for Bally for the next year and a half, 
according to Mullane. 

Jenkins joined Bally in August, 
serving as associate general counsel 
and assistant secretary. e 


Neil E. Jenkins 
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Marcus and Pellegrini 
form Atlas Distributing 


Jerry Marcus and Ed Pellegrini 
have opened Atlas Distributing, Inc. 
in Chicago. The two industry veter- 
ans had formed J & D Distributors 
with the purchase of Atari Distribu- 
tors in Chicago. The two then pur- 
chased the assets of Atlas Music 
Company and moved into the exist- 
ing building, changing the name to 
Atlas Distributing. 

Marcus noted that many of the 
Atlas personnel will remain with 
Atlas Distributing, including Mac 
Brier, who will remain in sales. Paul 
Wiederaenders and Pat Thorton, 
formerly with Atari Distributing, will 
join the new Atlas Distributing staff. 
Mike Mazzaroli will join the staff as 


parts manager. Mazzaroli was with 
London Distributing for the past 
nine years. 


Marcus said the company will 
retain the address and phone num- 
ber of Atlas Music, 2122 North 
Western Avenue, Chicago, Illinois 
60647. The company’s telephone 
number is 312/276-5005. Though the 
building is undergoing rennova- 
tions, Atlas Distributing is open for 
business. 


Marcus said the company, which 
will be carry most major lines, 
including Rock-Ola jukeboxes, has 
as its goal “‘to be Chicago’s one-stop 
distributorship.” ” 


VonderHaar joins Play Meter 


Joseph A. VonderHaar, Jr. has 
joined the Play Meter staff as direc- 
tor of advertising. He helped co- 
ordinate the AOE show this past 
March and was asked to stay on. 
Prior to joining Play Meter, he 
worked for Johnson & Johnson 
subsidiaries, lolab and Vascor, 
Proctor and Gamble, and the 
Carnation Company in various sales 
management positions. 

Said VonderHaar on his new 
position, “I was introduced to 
Play Meter and the coin-operated 
amusement industry while selling 
booth space for this year’s AOE 
show. | thought nothing of the 
remarks from exhibitors at the 
show who told me over and again 
that they were impressed, not only 
with the show’s attendance, but also 
with the quality of buyers, until | 
realized that Play Meter was, in fact, 
the sole vehicle for promoting this 
industry event. Right there | saw 
firsthand the influence that Play 
Meter has in the coin-operated 
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amusement industry. In my years in 
other industries, | have never seena 
magazine so widely read and 
regarded by the industry it serves as 
Play Meter. I’m excited about Play 
Meters role in this industry and the 
challenge it offers for me. * 


Joseph A. VonderHaar, Jr. 


THE 
CALENDAR 


July 9 
Missouri Coin Machine Council 
Annual Business Meeting, The Gas 
Light Room, Macon, Missouri. Contact 
Art Hunolt, 816/359-3022. 


July 12-13 
Pennsylvania Amusement and Music 
Machine Association’s Annual Con- 
vention, Valley Forge Sheraton/Con- 
vention Center. Contact PAMMA at 
717/737-5675. Toll-free in Pennsyl- 
vania 800/521-7778. 


July 13 
Washington Amusement & Music 
Operators Association Quarterly 
Meeting/Nomination of Officers, 
Thunderbird Motor Inn, Yakima, 
Washington. Contact Yvonne Kline, 
509/457-5891. 


July 19-21 
Minnesota Operators of Music & 
Amusements Annual Summer 
Outing & Seminars, Radisson Arrow- 
wood Resort, Alexandria, Minnesota. 
Contact Hy Sandler, 612/927-6662. 


July 19-24 
Montana Coin Machine Operators 
Association Annual Meeting, Leven- 
goods Convention Center, Kalispell, 
Montana. Contact Phil Benson, 
406/543-5119. 


August 16-16 
Wyoming Candy, Tobacco, Coin 
Vendors Association Annual Con- 
vention, Holiday Inn, Sheridan, 
Wyoming. Contact Tom Kilty, 
307/635-6467. 


September 5-8 
North Carolina Coin Operators Asso- 
ciation, North Carolina Exposition of 
Games & Music, Adam's Mark Hotel, 
Charlotte, North Carolina. Contact 
Bobby Earp, 919/584-5833. 


WHAC-A-MOLE 


Everyone loves 
Whac-A-Mole! 


Customers love to play 
and you'll love the way 
it pays. Call us and 
let us tell you more. 


Bob’s Space Racers, Inc. 
427 15th Street 

Daytona Beach, Florida 32017 

Telephone: 904-677-0761 


Manufactured in the U.S.A. 
Makers of amusement games since 1970 
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Auction held to help missing children 


Thirty operators and distribu- 
tors, and manufacturers, Konami, 
Greyhound, and Data East donated 
equipment to an auction held May 
18 in Portland, Oregon, to benefit 
missing children. 

The Video Operators Children 
Alert Line (VOCAL) was started by 
the Skill Game Operators Associa- 


Auction velenteee. Uomonic Phillips, demonstrating use of 
Shuffle Bowler donated by Benjamin Vending. 


tion in Oregon in September 1983 
and merged with the Hide and Seek 
Foundation in September 1983. 
Both agencies devoted to finding 
missing children benefitted from 
the auction which raised $3,350 for 
VOCAL, 

State associations throughout 
America have shown their concern 


Founders of the Hide and Seek Foundation, Linda and Ernie Rivers, 
welcome the public to the day’s activities. 


14 


for missing children by joining the 
VOCAL Program which is now 
active in 12 states with 1,200 
participating operators. VOCAL 
sends operators posters of missing 
children they can circulate in their 
locations, and stickers to be placed 
on machines containing ‘800’ 
numbers and local emergency 
numbers children can call when 
help is needed. Money raised by the 
auction will be used to fund these 
programs. 

The benefit auction was coordi- 
nated by the Parent’s Club of a local 
school that arranged for the hall 
and over 60 volunteer workers. 
A silent auction was conducted 
during the first hour allowing guests 
to bid on items donated by local 
merchants including electric beer 
signs, mirrors, free dinners, movie 
passes, an RCA/VCR, and gift certi- 
ficates. Also available were books 
designed for instructing children 
in personal safety as well as video 
tapes of “Strong Kids Safe Kids”’ 
starring Henry Winkler. 

The theme of child safety was 
emphasized as Hide and Seek 
volunteers and local police finger 
printed and offered video tape 
printing of children. 

Hide and Seek has assisted in the 
recovery of more than 150 children 
already this year compared to 91 
recoveries in all in 1984. 

The Hide and Seek Foundation 
and its VOCAL Program are made 
up entirely of volunteers. Since 
there is no charge for services 
rendered, the foundation relies on 
the generosity of individuals and 
corporations to keep its program 
and services functioning. If you are 
interested in making a donation or 
sponsoring a fund raiser, please 
contact Chet Thompson, National 
VOCAL chairman at 1410 N.W. 
Johnson St., Portland, Oregon 
97209. Telephone 503/294-0746. e@ 
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Greater Southern 
hosts open house 


Greater Southern Distributing 
Co., Atlanta, Georgia, hosted an 
Open House, May 10 and 11. Its cus- 
tomers were treated to great food, 
great buys on new and used equip- 
ment, and service and general infor- 
mation seminars conducted by 
factory personnel from Rock-Ola, 
Nintendo, Dynamo, and Arachnid. 
There were also representatives 
from Bally Midway and Atari. 

Greater Southern, with the co- 
operation of Atari, Bally Midway, 
Dynamo, Konami, Nintendo, and 
Williams, presented a number of 
door prizes. 

According to vice president 
Rubin Piha, “Greater Southern has 
demonstrated that it is fully com- 
mitted to the continued growth and 
development of the coin-op amuse- 
ment industry. Through such affairs 
we are able to better educate and 
inform our customers of the latest 
developments in the industry in 
order that they might realize amore 
profitable and efficient level of 
business.” * 


Williams reports 
2nd quarter earnings 


Williams Electronics reported 
second quarter net income of 
$824,000 or 11 cents per share com- 
pared to anet loss of $2,979,000 or 40 
cents per share in the second quar- 
ter of fiscal 1984. Revenues of 
$22,132,000 for the second quarter 
of fiscal 1985 were up 25 percent 
over second quarter revenues of 
$17,665,000 for the corresponding 
period in the preceding year. 

Louis J. Nicastro, chairman of the 
board and president, said that while 
the coin-operated amusement 
game industry as a whole remains 
soft, Williams’ income reflects sig- 
nificant improvement in coin- 
operated revenues and operating 
results, and further improvement is 
anticipated in the third quarter. e@ 
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Glazman nabbed for ACS contribution 


Digital Controls executive vice president Marty Glazman is 
carted off to jail by two police officers. His arrest, and subsequent 
conviction for impersonating an executive, was part of a countrywide 
sweep of prominent Atlanta area businessmen conducted on behalf 
of the American Cancer Society. The ACS “‘Jailathon” resulted in a 
plea of quilty by Glazman who was released after paying his fine, a 
contribution on the behalf of Digital Controls to the ACS fund drive. @ 
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Pete Entringer 


Audio Visual Amusements (AVA) 
of St. Louis held its open house May 
29, celebrating the new spring line 
of coin-op amusement equipment. 
A strong turnout of St. Louis area 
Operators attended the one-day 
exhibit, as did representatives from 
15 different factories. 

But perhaps more noteworthy 
than the annual spring line was the 
simultaneous celebration May 29 of 
AVA’s move to 1901 Delmar Avenue. 
For Peter Entringer, president of 
AVA, the move to the new location 
was, in fact, a move back to where 
he started in business 23 years ago. 

“In October, 1962, | was on my 
way to Baltimore to work for a tool 
manufacturer,” Entringer recounted. 
“Tl stayed with some friends in St. 
Louis for about a week and, for 
some reason, answered a job adver- 
tisement for a vending machine 
salesman position. | was interviewed 
for the job here at 1901 Delmar 


- Avenue and hired by George Glass 


AVA returns to Its roots 
with open house 


for what was then called George 
Glass Distributing. And here | am 
today, 23 years later, back at 1901 
Delmar Avenue.” 

While a move to earlier quarters 
might mean a move to less spacious 
quarters to most in this industry 
during this post-video game bust 
era, with Entringer, that’s not the 
case. The move from his previous 
address marks also an increase in 
square footage from 13,400 to 15,000 
square feet at his present address. 

The open house, besides cel- 
brating the recent move, also 
marked the first time Pete Entringer 
has represented the Williams Elec- 
tronics line. That’s a line he picked 
up as a result of his recent purchase 
of L&R Distributing from Lew Rubin. 

Entringer describes today’s oper- 
ators as “‘wise’”’ and “‘conservative”’ 
and says, “They have increased their 
level of debt and are ready to buy. 
But,” he continues, “having been 
trapped once before, they’re wary 
and it’ll have to be quality merchan- 
dise.”’ 

Toward that goal, he says his 
operators “‘will try what | recom- 
mend, but they buy what makes 
sense to them. And that’s based 
solely on the cashbox results.” 

Entringer says most of his opera- 


tors today are “kits and systems 
buyers” but added, “I don’t think 


the ordinary kit business will be 
around much longer. Smart opera- 
tors will be buying systems like Nin- 
tendo’s and Cinematronics’.”’ 

He said action during his open 
house reflected that trend, with 
Nintendo and Cinematronics systems 
doing extremely strong. 

“| thought Mayhem was a good 
game,’ Entringer said. “But, after 
seeing every operating Company in 
here today—and | mean every oper- 
ating company—purchase Mayhem, 
either as a dedicated game or as a 
systems kit, | have great hope for 
Cinematronics for the future.” 

He qualified that by adding, “A 
system is only as good as the soft- 
ware in it, however, and now Cine- 
matronics is going to have to keep it 
up, like Nintendo.” 

Nintendo is a favorite subject of 
Entringer’s. He has steadfastly repre- 
sented that company’s product line 
since the days of Radarscope and 
Sheriff, long before Donkey Kong. 
And so he takes special pride in his 
fulfilled prediction concerning this 
game maker. 

“Three years ago,’ Entringer 
said, “I predicted Nintendo would 
be number one in this industry. And 
| was right. And that’s because they 
did something right by the operator. 
Since late March alone, | have gone 
through over 500 UNI system kits. 
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Rob Boldt of Cinematronics shows off 
o* the company’s Mayhem 2002. 


Frank Ballouz of Nintendo looks on as a player. 
tries his hand at VS. Duck Hunt. 
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That should tell you how strong Nin- 
tendo is right now in this market.” 

He told Play Meter, “I think 
we're coming back as an industry. 
Most of the people who are going to 
be shook out are getting shaken out, 
and | see the survivors getting 
stronger. | see any further shakeouts 
coming at the factory level. As for 
that, | see four or five factories, with 
a number of smaller factories serv- 
ing the industry.’’ 

Among the product exhibited at 
the AVA open house were the 
following: Nintendo’s VS. system 
with games Excitebike, Ice Climber, 
Golf, Baseball, and Super Punch- 
Out!, and Cinematronics’ Cinemat 
system with Mayhem 2002. In pin- 
ball, Premier Technology showed its 
Chicago Cubs, El Dorado, and Ice 
Fever; Williams, its Sorcerer and 
Space Shuttle; and Zaccaria, its 
Magic Castle and Clown. Other 
videos exhibited included Pitfall II, 
Lost Caverns from Sega; Inferno 
from Williams; Roller Jammer from 
Nichibutsu; and Road Fighter and 
Yie Ar Kung-Fu from Konami. 
Nomac’s Pub Time Darts, jukebox 
offerings from Wurlitzer and See- 
burg, foosball and pool tables from 
Dynamo, and a shuffle bowling 
game (Strike Zone) from United. 
Also exhibited were the countertop 
Digital Controls game Tactician and 
the upright trivia game from Merit 
Industries, Trivia Whiz. 

A number of companies offered 
enticing door prizes at the St. Louis 
showing. Among them were Nin- 
tendo, which gave away a Honda 70 
dirt bike; Cinematronics,which 
donated a Mayhem upright video; 
Digital Controls, which gave away a 
Tactician Countertop game; Konami, 
which gave a Super Basketball kit; 
and Merit, which donated a trivia 
kit. Others donating prizes included 
Williams, which gave away a Sorcerer 
pingame; Premier, which donated 
some Chicago Cubs baseball equip- 
ment; Seeburg, which contributed 
with a Sony disc player; and 
Dynamo, which offered one of its 
home foosball tables. Nomac pitched 
in with five home party darts. 
Universal contributed to the opera- 
tor giveaway with an Indoor Soccer 
kit. And PGD of San Diego offered 
one of its trivia kits. * 
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Representatives from 15 factories join Pete Entringer and the AVA crew 
for a team picture. 


Dynamo's Bill Rickett (center) shows one of the construction features 
of the factory's pool table. 
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COINMAN 
INTERVIEW 
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TODD 


ERICKSON 


Todd Erickson started his own company, Summit 
Amusements in 1974 in St. Paul, Minnesota. But he had 
been in the business many years before that, cleaning 
machines in his uncle’s arcades. That first job, cleaning 
machines, apparently made quite an impression on 
young Todd because today he is one of the most out- 
spoken operators on the need for operators to clean up 
their act and work their machines. 

Todd, who is a member of both the AMOA and his 
state association (Music Operators of Minnesota), 
operates close to 1,000 machines today. His employee 
payroll varies seasonally from four to 20. Cost conscious, 
Todd believes a great part of the industry’s survival 
depends upon operators cutting their costs and the manu- 
facturers standardizing their equipment to help operators 
achieve that goal. A hands-on technical man at heart, 
Todd says his route consists of about 70 percent videos, 
20 percent pinballs, five percent pool tables, and five 
percent jukeboxes. 

He argues that operators blow away a lot of their 
potential game profits by not properly adjusting their 
games. While admitting that he’s going more and more 
toward video game conversions, Todd insists that his 
smart game adjustments have helped him milk more life 
out of the original games than most other operators. Says 
he, “The average operator is probably heavier into 
conversions than Iam because of what I do in terms of 
game adjustments.”’ 

A speaker at last year’s AMOA and the recent AOE 


shows, Todd lectures operators on the specifics of game 
adjustments. His seminars were strongly received at both 
shows because of his down-to-earth approach to game 
operating. 

A longtime resident in the St. Paul, Minnesota, area, 
Todd and his wife, Leslie, have two children, aged six and 
three. 


PLAY METER: What’s the main thing operators should 
be looking at today? 
ERICKSON: Game adjustments. A tremendous amount 
of the games come from the factory set on the conservative 
side, which they should be when they’re brand new. After 
all, if it’s a brand new game, you don’t want to give it 
away and have people playing for an excessive amount of 
time on it. But, as the game gets older, you have to back it 
off so the player can get a little more for his quarter. 
You see, we’re selling entertainment, and entertain- 
ment 1s worth more when it’s new. It’s just like with the 
movie industry. You won’t find first-run movies running 
for 99 cents. It’s generaly the movies that have been 
around for awhile that are running for 99 cents. Movie 
theaters know they have to make adjustments, and we 
have to do the same thing in our business. 


PLAY METER: You say the games coming out of the 
factories are set conservatively. Do you find that they are 
generally set right? 
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ERICKSON: I’m saying they may be set right. Let me 
give you an example. Bally’s Eight Ball Deluxe was set 
right, but Williams’s Joust pinball was not set right. 
When it came from the factory, it would award only 13 
percent replays, and ten percent of that was match. By 
contrast, Eight Ball Deluxe was giving 30 percent replays. 
The Joust was set way too low, and that was reflected in 
my earnings. 

So I reset the Joust and put it out again. And that 
Joust pinball did as well as my Karate Champ and Pole 
Position II combined! The reaction to the Joust pinball 
after I made the game adjustments was just phenomenal. 
It was the dominant, number one piece, doubling any- 
thing else in the location. Here was a game that was 
Originally set to award 13 percent replays; and, by 
adjusting that to award 30 to 35 percent, I had a super 
game. And that’s just one example of a game the manu- 
facturer couldn’t sell; but, by me, the operator, readjust- 
ing the game, I was able to put it out there and beat the 
best games in the country with it. So what I’m saying is 
you've got to stay on top of game adjustments. If you got 
that game initially and recalibrated it, it would earn half 
again what an Eight Ball Deluxe makes. Now, it doesn’t 
have the location longevity of an Eight Ball Deluxe: so 
you'll end up moving it every three or four months. But to 
get that kind of income out of it is sensational. 


PLAY METER: You mentioned a Williams and a Bally 
pinball. Do you perceive any tendencies on the part of 
any of the factories in this area of initial game adjust- 
ments? 

ERICKSON: Actually, you have to take each game 
individually. But Williams, if anything, tends to run 
its games tighter out of the chute. Space Shuttle, for 
instance, is in the 15-20 percent range; but, fora game like 
Space Shuttle, | like to run it conservatively in the begin- 
ning because if people are going to stand in line to play it, 
it makes sense to do that. That goes back to what I said 
before about brand new games. And if a game is going to 
attract more players to it, like Space Shuttle did, and 
increase my pinball revenue 33 to 50 percent, like it did, 
I’m going to run that game lean. If I have that newness 
going for me, I don’t want to give it away. If they’re 
standing in line for 50 cents, are you going to drop the 
price to 25 cents? Not hardly. If they’re going to stand in 
line and pay S50 cents for 60 seconds—tike they did when 
lasers first came out-—you might as well get the big 
money. 


PLAY METER: What are you looking for to clue you in 
when to start making game adjustments? 

ERICKSON: You're looking for a drop inincome. Once 
the game starts dropping below that number one, two, or 
three spot, that’s when I| start making my adjustments. | 
will never monkey with my best game. I don’t care if it’s 
playing 60 seconds or five minutes. If it’s my number one 
game, I’m very hesitant to make adjustments with it. But, 
after it drops below, say, the top three games, I try to find 


out what is going on and why. 

I know that somewhere between 25-50 percent 
replays is where I want to be. If it’s a good game, maybe | 
can get away with a 25-30 percent range. If it’s a game 
that’s somewhat marginal or that I bought used or older, 
I may be running it in the 40-50 percent range. And if the 
game doesn’t have much substance to it, I may find I’m 
better off just to rotate it to another location. 


PLAY METER: All this pinball percentaging, how 
much does it translate into in terms of collections? 

ERICKSON: It means a 30 to 40 percent increase in 
revenue. And a lot of operators out there today don’t 
realize that. They don’t realize what can be gained by 
game adjustments. They say things like they don’t have 
time to make game adjustments. That’s generally when I 
ask them if they operate jukeboxes. And, if they do, I ask 
if they just go into their one-stop, close their eyes, and 
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take whatever records they happen to grab. And, of 
course, they tell me no, that they take the time to choose 
what records to play. So then I tell them that game repre- 
sents a significant investment on their part, and how 
come they don’t have ten minutes to adjust that game if it 
can mean 30-40 percent more money to them? And then 
they'll tell me they never thought of it that way. 

I think, to a large part, people in this industry just 
got lazy. They got to the point where they just lost track 
of reality. They got used to putting out a lot of marginal 
videos and having people stand in line to play them. But 
those days are gone. The player today is more educated 
and much more selective about what he plays. 


PLAY METER: What about readjusting the pingames 
from three balls to five balls? 

ERICKSON: I tried that during the video boom when 
pinballs were down, and I got atemporary increase, but it 
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wasn’t a lasting thing. People like to win today; so I 
would rather dole out more play in terms of free games 
rather than go to five balls. But, again, every game is 
different. Five balls might be still another avenue for 
games that are commercially dead. There’s no one right 
answer on how to operate the games. I can do things 
which might work for me and three or four other people; 
and another person might do the same exact thing and it 
won't work for him. Extra balls might do it for 
somebody. 

Here’s something I did once that worked. I had a 
game that just didn’t seem to go; so what I did was throw 
in an extra free play where it’s not supposed to be. And 
then, all of a sudden, kids started playing the game. And 
you know why? They thought the game was broken, and 
that’s why they were winning. That actually worked for 
me. Now, it may not be 100 percent on the up-and-up, but 
if something works and brings in the money, then that’s 
what I want. 

Something else you should be looking for on your 
pinballs is how many people win at each replay level. I 
bought a used pingame called Split Second from my dis- 
tributor. In fact, I bought every one he had. I checked the 
bookkeeping functions on the game and found that on 
one of the games no one had ever beaten the second 
replay level. The games were still on the factory settings. 
So I reset the percentages and put the game back on loca- 
tion. And the operator who had this game before me and 
had sold it to the distributor asked me why I bought those 
dogs. He said they were no good. So I opened the coin 
door and showed him the meter, and he was stunned. 
Those supposed dogs, if set up correctly, can, in many 
cases, outsern Light Ball Deluxe. Split Second was just a 
superb game. It also happens to be Harry Williams’s last 
game. 


PLAY METER: You were talking about the importance 
of monitoring both first and second replay levels. How 
many players should be able to reach the second replay 
level? 

ERICKSON: At least a fourth to a half of the people 
who make it to the first one. You see, you’ve got to give 
your players the opportunity to win. You have to give 
him his money’s worth. You want to treat him like you 
would want to be treated yourself. 


PLAY METER: So you're saying the operator shouldn’t 
begrudge giving the player additional playing time? 
ERICKSON: Exactly. Every good game is a game 
people have learned to play so well that they can play 
excessively long. Galaga is an example of a long-playing 
game that’s still a good game today. 

Actually, the operator may have, to acertainextent, 
gotten a little greedy when the games were going good. If 
he had his way, he would keep his games playing at a 
minute and a half. In fact, that’s the explanation I got 
from Atari when I asked why they put Food Fight out at 
such a tight setting. Food Fight is a game that came out of 


the factory at the wrong setting. I bought that game ona 
closeout, reset it, and it became my number one game for 
two to four weeks. So, when I asked Atari why they set 
the game so tight, they said they had asked some Bay area 
operators; and the Bay area operators said they wanted a 
minute and a half game so they could get the maximum 
dollar return. 

But you can’t begrudge the player for playing for a 
long time on the game if he gets good at it. If you have a 
game that the player spent a lot of money learning to 
play, | want him to be able to play for at least 10 or 15 
minutes. But I’m talking about maybe one percent of my 
players. If we look at how the business changed, back 
when a game was doing $300 to $400 a week, the game 
was going steady; so extra playing time meant lost 
revenue. But today, with games doing $50 to $75 a week, 
the operator can afford to let the player play a little 
longer. | 


PLAY METER: You mentioned how adjusting your 
pins can improve collections. Now our conversation 
seems to be getting into videos. What can an operator do 
there to improve his revenues? 

ERICKSON: Of course, we’re not dealing with per- 
centages of replays there. What we’re dealing with there is 
game time. Let me give you an example of Williams’s 
Robotron. When that game first came out, it averaged 
only 60 seconds per play. Now I don’t know how 
Williams did their testing, but I know that game started 
out immediately with good income, then dropped very 
quickly. It was at that point that | made my game adjust- 
ments. I went to a more liberal game difficulty setting. | 
added two lives to the player’s playing time, and the game 
shot right back up. Even today, there are times when my 
Robotrons are getting into the top ten. Now, with 
Robotron, it’s to the point where I’ve gone back to the 
original factory settings because I allowed my players to 
get very good on the game. You have to realize that every 
game is different. 

Let’s take another game, Atari’s Tempest. Tempest 
is a difficult game. So I willalways go to five lives and put 
them on easy settings. I will generally drop my bonus 
level to around 16,000 on that game. If you make those 
kinds of adjustments, you'll find it’s stillan excellent filler 
piece. | took that game during the height of Ms. Pac-Man 
and, by loosening it up, was able to have my Tempests 
beating Ms. Pac-Man. Again, it’s simply a matter of 
giving the player his money’s worth. You’re dealing in an 
entertainment industry where there’s no one right 
answer. 

While I’m on the subject of Atari games, I’d like to 
mention something about its newest game, Marble 
Madness. Very creative game, a super hardware system. 
It’s the first of the new generation, as far as I’m concerned, 
by the new Atari; but I’m a little disappointed by the 
cabinet because you can spill a Coke in the speakers and it 
will run down onto the circuit board. But the main thing 
is the game is too hard. They gave us, I think, just three 
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adjustments on it. But we need a little more adjustment 
leeway on it. In fact, I think it’s to the point where they 
should release another set of memory chips, allowing us 
wider parameters in this particular game. It is probably 
the highest initial grossing game I’ve received in the past 
year and a half, except for the game’s shortness of life; 
and that’s something that could be corrected. 

In this area of allowing wide parameters for game 
adjustments, Ill pinpoint Williams. On the Williams’s 
games, we can adjust the lives anywhere up to nine, if my 
memory serves me right; and, by adjusting it, give the 
player a fair return for his quarter. The Japanese, for 
some reason, have a different attitude on the games, and | 
hope they will start evaluating this particular area 
because, generally, we are very limited with them. They're 
only now Starting to come across with a few more adjust- 
ments as far as the difficulty ranges; but, as a general rule, 
there are not as many potential adjustments in the 
Japanese games. 


PLAY METER: How much leeway should be built into 
the game adjustment parameters by the manufacturers? 
ERICKSON: It should range from very easy, in case | 
want to place the game around little children, maybe ina 
pizza parlor when it’s a couple of years old, toso difficult 
that 99 percent of the people can’t play it. We need to 
have enough parameters where we can adjust as neces- 
sary SO we can get our return On our investment. 


PLAY METER: Then you wouldn’t agree that some 
games are made for skilled players and others are made 
for less skilled players? 

ERICKSON: A lot of that is just game adjustments. 


PLAY METER: Are there any other areas where an 
operator can help his video game collections by game 
adjustments? 

ERICKSON: The high score to date can be very useful 
to the operator. On pinballs, to havea realistic high score 
to date can mean anywhere between a three to five 
percent increase in revenues. On videos, it can mean 
anywhere from a two to five percent difference. Maybe 
that doesn’t sound like a lot; but a lot of times today we 
may be dealing with less than a two percent bottom line 
profit. 

[ have a friendly competitor up here who’s a big 
operator, Norm Pink. And he can attest to the impor- 
tance of resetting the high scores. He has his field collec- 
tor reset all those numbers. Norm figures, even ina good- 
sized location where it might take his man 15 minutes to 
even a half hour to reset all the games, it’s still worth 
doing it. And he’s right. It can have an effect on your 
income. If you have an Fight Ball Deluxe, for example, 
that has a high score of 7,000,000, that feature is doing 
you absolutely no good. If fact, it might even be hurting 
you because the average player knows there’s no way he 
can reach that. If you travel around this country, you'll 
find that a lot of games obviously haven’t had their high 
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scores reset in a long, long time. I went into this one 
arcade recently where they had several Centipedes, and 
every single one of the Centipedes was maxed out at 
999,990. There’s no telling how long it’s been since those 
high scores were reset. 

But this is another area where the manufacturers can 
help the operator. If they would just put it in their book- 
keeping that the game automatically resets the high score 
to date every 500 or 1,000 plays or whatever, that would 
save the operator the expense of even having to reset the 
high scores to date. 


PLAY METER: But, in general, you’d say there’s more 
the average operator could be doing to improve his col- 
lections than he’s presently doing? 

ERICKSON: Let’s put it this way. As I travel around, I 
ask such things as “Are dart machines any good?” And 
some operators will tell me they’re absolutely no good 
because the location can put up its own dart game and the 
customers can play for nothing. And other operators will 
tell me that dart machines are the most fantastic things 
they've got. They'll tell me all their dart machines are 
doing good; and, since they’re bringing in more people, 
the other equipment is also going up. And I’m finding the 
same thing with countertop games. Some people will tell 
me they’re fabulous, that if you place them right they can 
earn as much if not more thanan upright. And others will 
tell me they’re just no good, that they just can’t place 
them. 


PLAY METER: And what does that tell you? 
ERICKSON: That the operator can do with his business 
what he wants to do with it. If he wants to do some crea- 
tive marketing and go out and hustle things, he’s going to 
find out they’re going to work for him. If the operator has 
a positive feeling toward his business, and he realizes 
what he can do, then he can do it. Positive attitude is the 
biggest thing today. Our industry is not what it was three 
or four years ago. But, if we work a little harder and do 
what has to be done, it can still be a very viable business. 
The operator has to have a little more pride in what he 
puts out there. A lot of the games that are out there today 
look like they’re early 1970 vintage. They’re filthy. A lot 
of the conversion games are disastrous. If you have a 
Robotron out there that looks like it’s seven or eight 
years old, you can’t expect it to make anything for you. 
The operator has to realize this is a business that has to be 
worked: and, if you don’t work at it, you’re not going to 
make any money. 


PLAY METER: You mentioned that manufacturers 
should put into their bookkeeping function a way for the 
machine to automatically erase the high scores after 500 
to 1,000 plays. Are there other ways the manufacturers 
could help the operator? 

ERICKSON: Yes, but first the manufacturers are going 
to have to understand how much it costs for us to operate 
a machine. I’ve talked to any number of manufacturer 
representatives, and none of them are really aware of how 
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much if costs to operate a machine. The average pinball is 
probably approaching $20 a week to operate. During the 
open forum at this year’s AOE, one operator said his cost 
for operating a pinball is $18.50; so what I’m giving is a 
ballpark figure, plus or minus 25 percent. Videos cost 
about $8 a week to operate, again plus or minus 15 
percent. So it averages out at about $10 a week to operate 
a machine. And that’s not counting the actual cost of the 
game or its depreciation or anything else. That’s how 
much it costs if somebody just gives me the game free and 
tells me to operate it. 

Now, I mentioned this to one factory representative, 
a well-known figure in this industry, and he couldn't 
believe me when | told him the average cost was $10 a 
week. His exact response was, “Are you sure you're right, 
Todd? That sounds awfully high.” And that’s what I’m 
trying to point out. The manufacturers don’t have any 
idea what our costs are. If we get a ball under the rubber, 
for instance, it may bea very simple matter to correct; but 
what they don’t realize is you have to send a man out 
there to remove the ball from under the rubber. And 
maybe he corrects the original problem and maybe he 
doesn’t. And, by that time, you’ve lost anywhere up to 
$25 to correct the problem. 

Flipper assemblies are another problem. Generic 
defects are directly related to cost savings, and flippers 
are the biggest culprits. And the biggest culprits on the 
pinballs are the flipper assemblies. And the biggest 
culprits on the flipper assembly is the coil stop. We need a 
lot of beef back there, but some manufacturers are still 
using the smaller screws. Now, if we have to send a guy 
out to take the flipper assembly apart to put ina couple of 
more screws, it costs us $30 to $35. 

In another area, if the operator looks at what he’s 
purchased in bulbs for the past three, four, or five years 
for his games, it’s just horrendous. The manufacturers 
could help us out here by simply running it at slightly less 
voltage. We could double the lives of our bulbs. It costs 
me money when it takes my man a half hour or 45 
minutes to do something that should be only a three to 
five minute job. For instance, just look at the savings if we 
had die-cast doors that have two holes set apart at a stan- 
dardized distance. That way, if I want to put a security 
bar across the front, itll take my man just a matter of 
minutes because I'll know if I send him with a bar they’re 
all going to fit the same. I’m not interested in having my 
man go there, then have to go to a hardware store to get 
some more washers because it turns out something’s 
different on that game. When that happens, it wastes up 
to a half hour or 45 mintues doing a Job that should only 
take three to five minutes. If we were standardized, we 
wouldn't have all that guesswork. 


PLAY METER: The need for standardization is a big 
part of the Todd Erickson message. Why is that? 

ERICKSON: Non-standardization is creating high costs 
for me. Locks, for instance, are one of my biggest pet 
peeves. We've got %-inch locks, /%-inch locks, 14-inch 
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1 - The ribbon- 
cable connectors of 
a legitimate board 
will be of a higher 
quality to ensure that 
the band connection 
between boards is 
adequately main- 
tained. 
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2. The connectors 
of a legitimate board 
will be of a higher 
quality as determined 
by the degree to 
which they are coated 
Or uncoated to both 
prevent corrosion and 
facilitate a board’s 
electrical connection 
to the game. 
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4. A legitimate 
board will be labelled 
(ie., embossed not 
hand-scratched or af- 
fixed) with both the 
game manufacturer’s 
name and a model 
number aS opposed 
to counterfeit boards 
which often lack 
either, particularly 
the manufacturer’s 
name. 
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G. A counterfeit 
board's component 
parts (ie., reo-stat 
switches, etc.) will 
likely be of an in- 
ferior quality as 
compared to a 
legitimate board’s 
component parts. 


on A counterfeit 
board will likely have 
Obvious missing 
parts (ie., chips, 
heat sinks, etc.) as 
determined by either 
Open mounting areas 
or soldered-over 
Spaces. 
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6. A counterfeit 
board will likely have 
some chips soldered 
directly onto the 
board unlike legiti- 
mate boards which 
utilize socket holders 
to protect the chips. 
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7. A counterfeit 
board will likely have 
a ‘‘hodge podge’’ of 
computer chips un- 
like legitimate boards 
which contain chips 
from a limited num- 
ber of parts suppliers 
as well aS some 
custom security 
chips made by and 
identifying the game 
manufacturer. (Note: 
custom chips, left 
photo, scratched to 


protect trade secrets). 


8. A legitimate 
game's printed cir- 
cuit board will be of 
a higher quality as 
determined by a 


board's composition, 


thickness and lus- 
trous green color. 
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9, The underside 
of a counterfeit 
board will often be 
discolored (ie., 
typically, missing 
part areas) through 
the application of 
heat indicating 
alteration of or 
tampering with used 
legitimate boards. 


10. The under- 


side of a legitimate 
board will have a 
clean, quality solder- 
wave pattern as op- 
posed to counterfeit 
boards which often 
display a lack of 
workmanship in their 
solder patterns 
through the use of a 
lower grade solder 
and lack of adequate 
machinery. 


locks, and more. I’ve got a man changing locks, adjusting 
cams up and down. Ona few of the doors, you can’t use a 
certain lock because the elongation holes are going the 
wrong way. What all this does is make a major project out 
of something that should be a two-minute job. Because 
there’s no standardization, it’s become a complete hassle 
for the operator, and it’s something that should have been 
very easy. 

And on/off switches, that’s another thing. There 
have been times when I’ve had service calls because my 
evening people didn’t know where the on/off switch 1s 
located. I’ve had the location call, saying the game was 
out, and we send a man out there only to find that the 
on/off switch was accidentally hit, like on Taito’s games 
where a player can accidentally hit it with his foot because 
it’s in the lower lefthand side. I know of one case, and this 
was Six or seven years ago, where a man was Starting up in 
the arcade business, and he bought an Atari Drag Race, 
and he hauled it all the way down to the Daytona 500 
race, but he wasn’t able to get the game to power up. So 
he brought the game back to his distributor, very irritated 
and complaining that the game didn’t work. Well, the 
shop foreman plugged the game in, then reached down by 
the gas pedal and turned the game on. The operator 
didn’t know where the on/off switch was. Again, this 1s 
not a major problem; but, when you start adding up a lot 
of little stuff like this, it becomes very irritating. You get 
Atari putting their on/off switch down in the back. And, 
if you have a lineup of games, you can’t even use the 


THERE IT IS! 


| TOLD YOU 
WE'D FIND IT 


-— tie «@ 


i : : — 
2 . oy 
a | Wy te° . 2 
q th 
\ ain A 
t 
a i) 
BAY \h SS gg ae . . 
ee as a | 
a) * 2. 
Be un Oe a tetet : 
‘ 
‘i 
; t; . 


\ 


28 


thing. They all have to be accessible, and they all have to 
be in the same position. 

Another thing is volume controls. I even asked the 
owner of one of the game companies to show me how to 
adjust the volume on one of his games. He looked at it for 
a couple of minutes then said, “If I had the book, I could.” 
But there wasn’t a book with that game. Now here was the 
owner of the game company, and even he couldn't adjust 
the volume control! Taito, on its older games, had it 
where you had to take out boards because it was buried in 
the middle of one of the boards. And I’m paying a man 
good money to do all this stuff. It might take him ten 
minutes to do a very simple task. It took me about ten 
minutes to adjust the volume on Karate Champ, by the 
time I found the volume control. Now add that up over a 
number of times for every single game. It makes the 
operation of the games cost more, and that translates into 


less money that we have as operators to buy more new 
games. 


PLAY METER: Relating specifically to the servicing of 
the games, are there any other areas where standardi- 
zation would help? 

ERICKSON: The coin doors. There is probably not a 
single good coin door made in this entire industry, and 
coin calls are probably the biggest amount of calls we get. 
If I’m right, the present system was designed back in 1948. 
We’re talking almost 40 years ago. Now we have a lot of 
companies working on new electronic coin acceptors. 
(continued on page 50) 
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The “Home Run Theory” and 
other mangement models 


By H. Richard Priesmeyer, Ph.D. 


DT tonet businesses differ and 
offer a variety of management chal- 
lenges, there are fundamental rules of 
good management which are useful 
universally. Here are some such rules 
which have been packaged as models. 
Each model is discussed and presented 
graphically to make the concept easy 
to remember. 


Model #1: Fugitive Information 

If you took geometry, but don’t 
know geometry now, then you know 
the definition of Fugitive Information. 
It is everything you knew but forgot. 

This first model shows the advan- 
tage of representing ideas graphically; 
it helps you remember. These graphic 
models are pictorial representations of 
key concepts. Remember the Smiley 
Face and what it stood for? Now let’s 
apply the technique to management. 
There are some fundamental rules of 
good management we should not 
forget. You'll be familiar with most of 
these ideas, and the models will help 
you keep them in mind. 


Model #2: Unity of Command 

In the late 1800’s Henri Fayol, a 
successful businessman, made a list of 
14 good ideas about how to manage a 
company. One was the idea that each 
employee within a company have only 
One supervisor. That seems simple 
enough, but it’s one of the most fre- 
quently violated rules in management. 
Most often the victims are secretaries 
who are made unofficially accountable 
to two or more managers within the 
company. 

Do you have employees who have 
to answer to more than one super- 
visor? If so, consider ways to reorga- 
nize their work; perhaps rescheduling 


or reorganizing to avoid conflicts. 


Model #3: Organizational Inertia 

Model three of a bowling ball roll- 
ing down the alley suggests that com- 
panies build inertia which must be 
managed. Inertia here relates to the 
methods and procedures the company 
uses and the overall philosophy of the 
firm. For example, have you ever 
stayed in a losing location too long, 
even after you knew you should pull 
out? Did you ever buy too many of a 
particular machine because it did well 
in the past? Do you have a warehouse 
full of used equipment? If you ans- 
wered yes to any of these questions, 
you're looking at the bad affects of 
inertia. 

Fortunately, inertia can be good 
too. If your business is improving, put 
more energy behind those things that 
make it improve. Separate the strate- 
gies that work from those that don’t 
and push accordingly. 


Model #4: Home Run Theory 

One mistake some company presi- 
dents make is thinking they must hit 
another homerun after having done so 
once. Being successful once doesn’t 
mean you can expect to repeat that 
performance anytime soon. Swinging 
for the fence may reduce the chance of 
getting a hit. The best strategy is to 
work and plan for those incremental 
successes; that’s what makes a winning 
business. 


Model #5: Northbound Train 
The Northbound Train model is 
best described by the following: “This 
train is going North. And we need 
people who want to help us go North. 
If you believe in the goals of this com- 


pany, then we need you aboard to 
help. If you don’t want to go North 
then that’s O.K. too; but you need to 
get off as soon as possible.” 

This model points out the difference 
between company goals and personal 
goals. What a company needs are 
people who have parallel goals to 
those of the firm, who want the firm to 
be successful because that makes them 
successful, too. 

The model also points out that 
individuals are entitled to personal 
goals even if those goals don’t fit the 
company, but they need to change 
trains. As professionals we should not 
just throw them off the train, but 
should help place them elsewhere. 

Finally, you can ask, “Which 
employees are pushing North, and 
which ones are only passengers along 
for the ride?” 


Model #6: Management Gap 

Here’s a model that sets a standard 
for your management personnel. The 
Management Gap suggests the need 
for a sufficient gap between the leaders 
and followers within a firm. The top 
bar represents leaders or supervisors; 
the bottom bar represents followers or 
subordinates. You maintain a gap 
between the two by challenging super- 
visors to do better; they in turn will 
challenge subordinates to do better. 

The Management Gap 1s the key to 
improving employee performance. 
With no gap, who provides direction? 
Who maintains quality standards? The 
president sets company objectives 
which are challenging to managers 
within the firm. They, in turn, will 
place increased demands on others. 
The accelerating demand for perfor- 
mance will cause some to fail and those 
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failures are the natural attrition every 
firm needs. 


Model #7: Recruiting Triangle 

The recruiting triangle is a simple 
idea with a valuable lesson. The three 
corners of the triangle suggest hiring 
employees in a three step process, pic- 
ture, locate, and compare. 

Picture the skills and personality of 
the person needed. Consider the type 
of job, level of responsibility, etc. 

Then locate places where you are 
likely to find that person. Remember 
the old joke about the fellow who was 
looking for a coin under a street light 
even though he dropped it in the dark 
alley? When asked why he was looking 
under the street light he answered that 
it was easier because he could see 
better. Don’t look only where it’s con- 
venient, look where you’re going to 
find the people you need. 

Finally, compare the applicant to 
the picture. If you’ve ever interviewed 
four applicants for a job, then asked 
yourself which one was best, remember 
you don’t necessarily need the best of 
those four. None may be best for the 
job. You need one that fits the picture. 
Compare the person to the job, not to 
other applicants. 


Model #8: Equitable Pay 

Model eight is a big “E” represent- 
ing Equitable Pay but it isalsoa graph 
of how you pay your employees. 

The horizontal scale along the 
bottom of the “E” represents the 
employee’s contribution, that is, how 
hard that employee works and the 
difficulty of the job. The vertical scale 
represents how much he’s paid and any 
benefits. The upward sloping line 
Suggests, then, that the more an 
employee puts into the company the 
more he should get out. Do your 
employees get paid according to the 
value of their contributions? It’s a 
worthwhile exercise to rank the value 
of your employees and compare their 
pay. 

The Equitable Pay theory suggests 
that employees expect to be paid 
according to their contribution, lining 
up somewhere along the upward slop- 
ing line. But an employee who gets 
paid less than what he considers equit- 
able, may feel his only choice is to cut 
back on his contribution (get lazy, be 
late, leave early) or increase his own 


30 


pay (steal). Maintaining equity and 
fairness in paying employees can help 
eliminate some of these problems. 


Model #9: Delegation Pie 

Is there anyone who doesn’t recog- 
nize this model as Pac-Man? Let me 
attach new meaning to the model and 
call it the Delegation Pie. 

Delegation, of course, is assigning 
jobs and accountabilities to others. 
The ability to delegate 1s probably our 
final constraint in how much we can 
do. 

First, define your responsibilities, 
and how you should spend your time. 
That slice is the one that’s missing in 
the model. Then slice up the rest of the 
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pie and give it to others. 

When delegating to others remem- 
ber to clearly define the job to be done, 
provide sufficient authority to the 
employee so he can perform the job, 
then hold that person accountable for 
the way the job is done. Though you 
can never rid yourself of final account- 
ability, it’s desirable to reward and 
reprimand others according to the way 
they do their jobs. 


Model #10: Mack Truck Theory 
Key employees may not be there 
tomorrow. For whatever reasons, 
including Mack Trucks, even key 
employees may leave. 
The model suggests that you should 
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When hiring employees: Don't look where it’s convenient. 


Look where you're going to find people. 


distribute your risk by distributing the 
knowledge and know how. By training 
other employes to fill the shoes of key 
personnel, you can assign key em- 
ployees more valuable tasks. Ask 
yourself whether your key route col- 
lectors being challenged. Remember 
the Management Gap? It’s your job to 
challenge them. 


Model #11: 
The Tomato Patch Problem 

The model represents a tomato 
patch and the dots represent individual 
tomato plants. In the lower right cor- 
ner is a water faucet and a bucket. 
Your job is to maximize the produc- 
tion of the tomato patch, but there isa 
limit to how many plants you have 
time to water. How then do you best 
manage the tomato patch? How many 
tomato plants should you have? 
Should you let some die? Should you 
hire others to help you water them? 

Have you taken on too many pro- 
jects to give each one sufficient atten- 
tion? You should frequently evaluate 
all of your activities and maybe let 
some projects die to devote more time 
and attention to those that seem most 
fruitful. 

Occasionally you can justify hiring 
others to help but sometimes maxi- 
mizing overall performance requires 
losing a few pet projects. 


Model #12: The Gun 

In the early 1400’s a Spanish 
warship was sailing the opensea. Each 
sailor had been assigned specific duties 
and one sailor’s job was to lash down 
the hugh cannons lining the ship’s 
sides. One night a violent storm raged; 
and, to the horror of the sailor, he 
heard the sound of one of those two 
ton cannons rolling across the main 


deck. The sailor ran topside; and, as 
the ship tossed, he saw the cannon 
rolling back and forth, smashing the 
main mast and crushing the walls of 
the ship. Risking his life, the sailor was 
able to rope the cannon down as it 
hesitated against one wall. The next 
morning the captain assembled all 
hands on deck and presented a com- 
mendation to the brave sailor, then 
had him shot. 

The lesson is never reward some- 
one for solving a problem he created in 
the first place. 


Model #13: Motivation Stairsteps 

Few people can give a simple defi- 
nition of motivation. The Motivation 
Stairsteps model provides a definition 
of motivation and what it takes to 
motivate employees. 

Here are five steps on the Moti- 
vation Stairsteps and an example of 
each. 

The first step is simply to be aware 
of the problem (I know I’m over- 
weight!). 

The second step is to understand 
the problem (I know why I’m over- 
weight, I eat too much!). 

The third step is to be concerned 
about the problem (I know this isn’t 
good for me!). 

The fourth step, the critical one, 
requires that you be truly dissatisfied 
with the current condition (I definitely 
do not like.being overweight, and I’m 
going to change it!). 

Only then can you be motivated. 
So, motivation is dissatisfaction in 
action. It sounds a bit corny but think 
about when you really act to change 
things. 

Consider the following, does it fit 
you? “I am aware that my company’s 
revenue 1s down. | understand why my 


company’s revenue 1s down. | am con- 
cerned about my revenue being down. 
Am I sufficiently dissatisfied about my 
company’s performance to be moti- 
vated to change it?” 


3Model #14: Seven Ports 

This model has more to do with 
managing yourself than your business. 
It suggests seven roles which we must 
manage as individuals. The seven 
ports in life are defined as job, family, 
education, religion, health, leisure, 
and community service. Each role 
demands time, some more than others. 
The challenge is to maintain a balance 
since each is important. 


Model #15: Tree Topping 

The final model is used to refresh 
our memory about all the others. Tree 
Topping is taking a quick overview of 
all the models presented; here they are 
In quick review; Fugitive Information, 
what you forget; Unity of Command, 
only one boss; Organizational Inertia, 
manage the momentum; Home Run 
Theory, don’t swing for the fence; 
Northbound Train, personal vs. com- 
pany goals; Management Gap, main- 
tain a challenge; Recruiting Triangle, 
picture, locate, and compare; Equit- 
able Pay, compensation matches con- 
tribution; Delegation Pie, decide 
what’s yours, delegate the rest; Mack 
Truck Theory, train to replace key 
employees; Tomato Patch Problem, 
manage your time and tasks: The Gun, 
don’t reward those who solve their 
own problems; Motivation Stairsteps, 
dissatisfaction in action; Seven Ports, 
manage your own time. e 


Some models were adapted from 
Model Netic Concepts, Main Event 
Management Corporation. 


Never reward someone for solving a problem 


he created in the first place. 
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Enticing players; plus six 
games to ponder 


Being tired of hearing how bad 
business is and that there’s nothing 
anyone can do to turn things around, I 
like to see how the shrewd operators 
work their equipment, moving it from 
place to place, to maximize earnings. 
When it’s a single location operator, 
some extra care and promotional 
tricks have a positive effect. 

There’s a lesson here that not 
everyone is picking up on. Basically, 
selling customers on the idea of play- 
ing is almost as important as the equip- 
ment. Obviously personalized atten- 
tion and sensitivity to trends and 
player demands isn’t for everyone. 
However, those who still believe they 
can make a living in this business are 
turning to more aggressive tactics 
designed to entice players. 

Enticements might include orga- 
nized leagues, special pricing during 
normally slow period, contests on 
older equipment, and parties or enter- 
tainment if the location is large enough 
to have a magician or clown perform. 
But no matter how big or small an 
Operation is, better understanding of 
the target audience and doing every- 
thing to get them in 1s crucial. 

Fortunately, some of the newer 
releases are inventive, challenging and 
downright entertaining, as the indus- 
try prepares for summer when only the 
strong will survive. 


Atari’s Marble Madness 
and Paperboy 

Maybe it’s fitting, considering 
industry changes, that two leading 


32 


manufacturers in the video game 
explosion, Atari and Namco, should 
finally join forces. Domestically, what 
can be said of Atari that hasn’t already 
been documented? It’s a saga upon 
which legends are made, sometimes, 
industries are born. Nolan Bushnell 
and a talented team of exceptional 
people, started it all only a decade ago. 
Meanwhile, Namco slowly built a 
name for itself via the licensing route, 
giving Bally, for one, the opportunity 
to parlay Pac-Man into fame and 
fortune. 

And now the two are together. We 
have two interesting efforts from 
Atari, which have generated a great 
deal of attention. 

Marble Madness leads off the 
System I concept that delivers the bril- 
lance and graphic look of Motorola’s 
68010 16-bit processor unequaled in its 
detailing. From resolution clarity, 
depth of field, object movement, color 
hues, and excellent sound effects, 
Marble Madness is a singular achieve- 
ment. 

Utilizing dual trak-ball controls 
for single-player or head-to-head com- 
petition, the machine resurrects the 
classic labyrinth where a ball (or in this 
case a marble) must be maneuvered 
around obstacles through a maze. 
Here the challenge is based on time 
and the skill of knowing how and when 
to move the marble from one point to 
another. Realistic in its presentation, 
Marble Madness provides a textured 
world of strange creatures and the laws 
of gravity. 
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There are six different waves in all, 
increasing in difficulty if the player can 
survive against another player or an 
ever present black marble controlled 
by the computer. It will take time and 
dedication for a player to gain mastery 
over the different courses and, because 
of this, might appeal to a more sophis- 
ticated audience. 

At first sight, I was impressed by 
the game and felt it was a leap ahead 
for the industry. However, the sheer 
game play hasn’t been enough to over- 
come 50-cent play. 

Marble Madness has potential to 
improve with age and deliver steady 
earnings, but not at 50 cents per play. 
For the execution and entertainment 
value, I'll go with a solid #### and 
congratulations for those responsible 
in the creation of the game. However, 
Marble Madness may not have a fair 
chance to gain the success it deserves. 

Paperboy, heading up Atari’s 
System II, brings to life the world of 
the paperboy delivering the morning 
news. 

Featuring a handlebar bike con- 
troller, players can choose from three 
difficulty levels, East Street, Middle 
Road, or Hard Way in an attempt to 
deliver papers using a throw button at 
the right time. The game spans a seven- 
day work week, with special bonus 
rounds that present a jam-packed 
obstacle course to test reflexes and 
handlebar control. 

Along the way, the paperboy must 
avoid ill-tempered dogs, crowded side- 
walks, unsafe cars, and other comical 
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characters. Once again, the graphics 
and sound effects are exceptional. But, 
50-cent pricing is bound to be resisted 
no matter how good the game. Paper- 
boy deserves a ####, but operators will 
have to change to 25 cents with 
another 25-cent buy-in feature. 

With two separate systems and the 
lack of operator confidence in follow- 
up titles for either, Atari is going to 
find it difficult to move the quantity of 
machines that could have been 
expected. It’s hard enough now to 
move a single game from a given 
manufacturer, let alone two, even if 
they have the capability of delivering a 
double-play wallop. What may be 
Atari’s saving grace 1s the annual rush 
by resort and beach locations to stock 
up on equipment for the summer 
crowds. 


Bally Midway’s 
Demolition Derby 

The novelty video game isn’t dead; 
it’s been resting and waiting for the 
right opportunity to strike again. 
Here’s a natural for the slam-bang 
action crowd as Bally brings the 
fender-bending excitement of Demoli- 
tion Derby to coin-op. Maybe not 
since Exidy’s Death Chase has a video 
game concept seemed so well suited to 
the inherent aggression of video play. 

With a cabinet design that should 
stir memories of the Sprint and Indy 
classics from Atari, Demolition Derby 
can accommodate up to four players 
who must rely on their ability to mani- 
pulate a steering wheel and control 
stick. The solid graphics and sound 
package conjure up images of a Wide 
World of Sports spectacular and 
should find a receptive audience in the 
teen crowd looking for something 
different, competitive, and action- 
packed. 

Demolition Derby gets all the right 
ingredients into gear and crashes 
ahead with a ####. Bally Midway, 
though suffering from the fall in coin- 
Op activity, and rumors that it might 
be abandoning the amusement game 
arena, should find there’s still life in 
the old coin-op wars. Demolition 
Derby delivers the kind of entertain- 
ment value that the business so despe- 
rately needs. 


Digital Control’s Lode Runner 


It’s a complex story, but provides 
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insights into the quirks of fate sur- 
rounding the video game rise and fall. 
Not long ago, arcade game manufac- 
turers provided the inspiration and 
alliance that helped launch a home 
video game/computer explosion. 
Then the bubble burst and both 
sides began to retrench, wearing the 
scars of the fierce battle which claimed 
an alarming number of victims. In an 
act of poetic justice, one of the original 
home software producers, which hadn't 


caved into the unstable trends. went 
about business in a rather methodical 


fashion. 


Broderbund success and reputation 
was built upon entertainment titles, 
before the focus of the company shifted 
to other computer software areas. One 
of its games, Lode Runner, topped 
best seller lists and spawned a loyal 
legion of followers. 

Recognizing something extra in 
the game, Irem of Japan decided to 
reverse the process and gobbled up 
rights to produce an arcade version for 
Japan. The results were positive and 
Digital Controls, maneuvering through 
Taito, brought Lode Runner to these 
shores hoping to capitalize on the 
name recognition and playability of 
the piece. 

With two action buttons, players 
face the challenge of getting through 
24 different levels of underground 
mazes, picking up various treasures 
along the way. While avoiding the 
guards of the Bungeling Empire. Simi- 
lar in theme and presentation to the 
old arcade game Space Panic, it’s the 
simplicity and strategy of play that is 
enticing and challenging. 

Broderbund has released a new, 
more complex Championship Lode 
Runner for the home which should 
help get the name back out into the 
marketplace. Although the graphics 
and effects aren’t up to the levels of an 
Atari, for instance, Lode Runner is a 
viable piece for the summer and we'll 
go with a ### and wait to observe the 
final outcome. 


Tehkan’s All A merican Football 
With an impressive display at ASI, 
an associated press coverage of A// 
American Football, Tehkan is posed 
to take a more visible and aggressive 
posture in the coin-op industry, having 
been content (or constrained) as a 
licensor to other manufacturers. 
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Except for cosmetic touches and 
an advanced program, A// American 
Football is similar to Atari’s Football 
which introduced the track-ball con- 
troller. 


Tehkan’s track balls glow a bright 
red and blue and the screen 1s richly 
animated with full color graphics and 
complementary sound effects. Players 
are able to select from one of eight 
offensive or defensive formations with 
on screen visual prompts providing a 
crib sheet of sorts for those needing 
extra reference on what to do. 


The action is,either single player 
against the computer or head-to-head 
competition. This updated rendition, 
like Demolition Derby, offers com- 
petitive play when kids will be travel- 
ing to the arcades in groups during the 
summer. 


All American Football is a winner, 
although Tehkan might find competi- 
tion from the Atari Footballs still in 
operation. But the cosmetics alone are 
more in keeping with the current 
market expectations. We'll give it a 
well-deserved ###'4 for a long overdue 


reprisal of a basic arcade attraction. 


Data East’s Kung-Fu Master 

Following its success with Karate 
Champ, Data East is hoping for two 
hits in a row, with this advanced effort 
licensed from Irem. With the special 
allure of the Kung-Fu/ Karate enthu- 
siast, who made Bruce Lee and Chuck 
Norris legends, this multi-level game 
features multiple button controls and 
a joystick for maneuvering an on- 
screen character through a series of 
thrusts, kicks and punches as foes are 
met and defeated. 

The graphics and sound effects are 
solid and attractive, although one 
questions the wisdom of returning to 
this theme so quickly in light of the 
number of similar themed games. 
However, Data East and Irem have 
done an admirable job with Kung-Fu 
Master and it should be popular with 
fans of USA Network’s Kung Fu 
Theater. We'll go with a ### 


Konami's Yie Ar Kung-Fu 
This long time industry manufac- 
turer has achieved its own presence in 
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and should be able to 
build upon its success. Konami has 
introduced a solid piece distinctly dif- 
ferent from Karate Champ. 


this country 


With superb graphics and sound 
effects, Yie Ar Kung-Fu’s multi-button 
and joystick control are used in a 
scenario similar to Nintendo’s Punch- 
Out!!. There are eleven challengers 
waiting to be taken on in battles that 
include all the gizmos and gadgets that 
have become a staple of big screen 
movies. There are poles, chuka sticks, 
and all the trimmings sure to keep 
players on the alert in an effort to 
master this highly taxing game. 


It’s obvious that Konami has 
poured a great deal of effort into Yie 
Ar Kung-Fu. Players have already 
shown support of this type of game, 
but it’s questionable whether there’s 
sufficient variations of the same theme 
to keep them coming back for more. 
Yie Ar Kung-Fu should make an 
impact and we'll go witha ###!4 for the 
caliber of the overall package. 
in there, and, 
be well and prosper. e 


Until next time, hang 
as always... 
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Poll Information 


The following are rankings of the top games in the coin-operated amusement industry. 
The games are ranked according to an index formulated from a regularsurvey of operators of 
coin-operated amusement equipment. Games not appearing on this poll either (1) did not 
generate a five percent response or (2) did not rank among the top 50 games in the country. 
The games are further identified by their general equipment classification type: Video, Pinball, 
and Novelty. The average index rating for all surveyed games for this individual survey was 74. 


Game/Manufacturer June 15 Junel Video Pinball Novel 

l. Hat Trick/Bally Sente 148 O “ 

2. Kung Fu Master/Data East 146 188 ° 

3. VS. Golf/Nintendo 140 O « 

4. Marble Madness/Atari 128 138 e 

5. Trivia Whiz/Merit 128 LZ ® 

6. Super Punch-Out!!/Nintendo 125 (is. e 

7. Space Shuttle/Williams 121 130 ’ 

8. Triple Strike/Williams 120 O = 
9. Pub Time Darts/Nomac Lis 62 - 
10. Karate Champ/Data East I Ki e 

ll. VS. Excitebike/Nintendo 108 Liz * 

12. Video Trivia/Greyhound 106 130 * 

13. Birdie King III/Coin-It 105 O e 

14. Spy Hunter/Bally Midw 104 128 2 

15. Yie Ar Kung Fu/Konami 92 Lo? cs 

16. Cheyenne/Exid 91 108 e 

17. Face-Off/Entertainment Enterpr. 88 0 ” 
18. Pole Position II/Atari 85 93 % 

19. VS. Baseball/Nintendo 84 67 * 
20. Triv Quiz/Status Games 83 72 * 
21. Pole Position/Atari 82 85 * 
22. Bomb Jack/Tehkan 79 76 9 
23. Shoot Away/Namco 79 99 + 
24. Ice Climber/Nintendo 79 0 = 
25. Eight Ball Deluxe/Bally Midw 76 87 » 
26. English Mark Darts/Arachnid 76 61 = 
27. Strike Zone/Williams 75 oO 
28. Galaga 3/Bally Midw 74 62 5 
29. Gaplus/Bally Midw 74 0 * 
30. Crossbow/Exid 74 Lis * 
31. Road Fighter/Konami 74 101 e 
32. Birdie King II/Coin-It 73 ig * 
33. Spy Hunter/Bally Midw 73 68 * 
34. Hero in the Castle of Doom/Crown 70 50 8 
35. Triv Quiz II/Status Games 70 O ® 
36. Return of the Jedi/Atari 69 76 * 
37. Punch-Out!!/Nintendo 69 86 ® 
38. 1942/Williams 69 0 & 
39. Super Basketball/Konami 67 68 & 
40. The Empire Strikes Back/Atari 66 87 * 
4]. Firepower II/Williams 65 83 * 
42. Millipede/Atari 64 60 * 
43. Two Tigers/Bally Midw 64 87 7 
44. Major Havoc/Atari 63 66 ® 
45. Black amid/Bally Midw 62 92 * 
46. Up and Down/Bally Midw 6] 59 = 
47. Elevator Action/Taito 6] 51 « 
48. Jacks to Open/Gottlieb 6] 107 a 
49. Time Pilot ‘84/Konami 60 47 a 


50. Seicross/Nichibutsu 60 43 * 
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Games for fair ROI 


Kung Fu Master/Data East 

Licensed from Irem. Available asa 
dedicated game only. 

PLAY: The player is represented 
as a young man who is a master of 
Kung Fu. The object of the games for 
him to rescue his girlfriend who has 
been kidnapped. He has to battle five 
floors of enemies to get to his girl- 
friend. Each floor is more difficult 
than the previous one with a vicious 
enemy at the end of each floor. 

CONTROLS: The game uses a 
long lasting, reliable Coin Controls 
joystick with punch and kick buttons 
on both sides. 

GRAPHICS: The graphics are 
good. There are several different 
enemies, while the backgrounds are 
very similar. 

SOUND: There area few different 
sounds and background music. When 
the vicious enemy gets you, you hear a 
nasty laugh. 

ORIGINALITY: It is a martial 
arts game. They are popular now. 

OPTION: Kung Fu Master is a 
powerhouse earner. This game 1s an 
exceptional earner now, but may drop 
off. If this game was available as a con- 
version, it would be by far the best 
investment in the industry. Ironically, 
Data East had a system game before 
anyone else thought of it, and seems to 
have abandoned conversion. 

RATING: 8 


Yie Ar Kung-Fu/ Konami 
Available as a conversion for any 
horizontal screen game. A custom kit 


The Return on 
Investment 


(ROI) RATING SCALE 


[0 Fantastic. Cream of ihe crop, 
Should make Number One in the 
chart. 

9 Great. Will make the top 5S inchart. 

8 Good. Should make the top 10 1n 
the chart. 

7 Better than average. Might make 
the top 10 but won’t stay there for 
very long. 

6 Slightly above average. It’s lucky if 
it makes the top 10. A good invest- 
ment as a conversion only. 

5 Just average. Only worth con- 
sidering at a bargain price or as a 
conversion. 

Slightly below average. 

A 30-day wonder. 

Poor. Not worth considering at all. 
| Absolutely terrible. Not 

worth playing. 


Dw 


cven 


is noW available for Williams games. 

PLAY: The player is represented 
as a Kung Fu expert battling enemies. 
The style of play is similar to Punch- 
Out!! because the player fights one 
enemy at a time. After defeating an 
enemy, the player moves up to more 
difficult opponents. There are 1] 
enemies each using different weapons 


or tricks. 

CONTROLS: The game has an &- 
way joystick and two buttons for 
punch and kick. 

GRAPHICS: The graphics are 
cartoon-like with average detail. 

SOUND: The sounds match the 
game theme with kicking, yelling, and 
punching sounds. 

ORIGINALITY: Another martial 
arts game. 

OPINION: I feel Konami made a 
very smart move by putting this game 
out against Kung Fu Master. While it 
is questionable whether it will gross as 
much as Kung Fu Master, an operator 
can buy three Yie Ar Kung Fu conver- 
sions for the price of one Kung Fu 
Master. Even if it only grosses one-half 
of what Kung Fu Master does, the 
return on investment is higher and 
depreciation will be less. In one year, 
Kung Fu Master will lose almost 
$2,000 in value. Yie Ar Kung Fu will 
probably lose about $400 in value. 
Thank you Konami for coming out 
with a good conversion. 


RATING: 10 


The UNI System/ Nintendo 

Available for all Nintendo games 
except for the wide Mario Bros. 

The Uni System converts an old 
Nintendo to a single screen VS. 
System. Everything 1s identical to the 
VS. System except that it cannot 
accept the games where the two 
screens interact. These are VS. Tennis 
and VS. Baseball. VS. Golf, VS. 
Excitebike, VS. Pinball, and VS. Ice 


er 
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a VS. board, wiring harness, hardware 
to turn the monitor, complete control 
panel with two sets of joysticks, and 


Climber will work. The kit comes with ede -LOVE O u R EGGS 
YOU WILL 


buttons for games with two simulta- "a 
ice Ci ; TOO! 
neous players (/ce Climber). An extra $ ! 


advantage of two sets of controls is if 
One joystick breaks, the other will | 
work. | 

OPINION: This is an excellent 
Opportunity for operators to get into 
the VS. System for under $1,000. With 
the selection of low priced games, you 
are getting a system game for half the 
cost of any other system on the 
market. There are already several 
games available and more planned. 
With the success of Excitebike, an 
operator can buya top earning conver- 
sion and a system at the same time for 
about $200 more than an average con- 
version. The more good games Nin- 
tendo makes for this system the better 
the investment. 


RATING: 10+ 


Dispensing our popular and exciting 
toy-filled egg capsules is fun 
and profitable. Contact us for 

equipment and supplies. 
Toll-Free 1-800-EGG SHOP 


. - INNOVATIVE 
/yv ~~ INDUSTRIES, 
UI _INCORPORATED 


EE J60 Garrat Le irthuge, MO 64836 


Arielle Rs A st 


VS. Excitebike/ Nintendo 
Available either as a conversion for 
an existing VS. System or a VS. Uni 
System, as explained above. 
PLAY: The player is represented 
as a motorcross racer, on an obstacle 


course competing against other com- THE pee BUISNESS DEPENDS ON 
puter racers. The player must first ~ 7 NFORMATION 
qualify on each track to go into the 
competition. 

CONTROLS: Although there are 


two sets of controls, only one player SEE THE a s 
can play at a time. Either set of con- INDUSTRY i 
trols will work. ‘ nee 
GRAPHICS: Simplistic, but ade- ei, THRU OUR EVES 
my 


qute. The VS. System does not have 
the capability for real sharp graphics, 
but they get the point across. 
SOUND: The music and sounds 
fit the game theme well. 
ORIGINALITY: A motorcycle 
racing game is not a new idea, but the 
motorcross adds a new twist. 
OPINION: This is a top earning 
game, and if you already have a VS. 
System itis an absolute must. If youdo 
not already have one, the Uni System 


conversion Is a good buy. It only costs Gives VOU total overview. 


a little more than any other conver- 

sion, and it gives you atop game along a 

with a system. Advertise . . : subscribe 
RATING: 10 : 504/488-7003 
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Cybernaut 


Bally Midway has introduced 
Cybernaut, its latest pinball machine. 

Players, as cybernetic rangers, take 
on Ion Generators. Cybernaut features 
a challenging playfield and an 
enhanced sound system with noise 
effects and tones to attract player 
attention. Also, with the Replay/ Extra 
Ball/ Novelty modes, operators can 
control replay balls and Special 
scoring. 

For more information on Cyber- 
naut, contact your authorized Bally 
Midway distributor. 
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Trivia Whiz 1 


Merit Industries, Inc. of Bensalem, 
Pennsylvania, announces Trivia Whiz 
IT, the follow-up to Trivia Whiz. Trivia 
Whiz IT is available in all cabinet 
styles, upright, cabaret, full-size and 
mini-countertop, two-player cocktail, 
and horizontal and vertical monitor 
kits. 

With new features and a complete 
new 10,000 question module, Trivia 
Whiz II now has one to four player 
capability, new attract mode screens 
that show the players category selec- 
tions and over 30 topics, and play 
enhancements. The explanation fea- 
ture displays further interesting infor- 
mation for selected questions once the 
correct answer 1s revealed. 

The explanation feature was built 
into the original Merit software, so 
any machine in the field will automati- 
cally be activated with the installation 
of the new questions. 

Answers are chosen from four pos- 
sibilities. As questions get harder, 
scoring values increase. High scores 
can reach into the millions. 

The Quick-Answer Speed Bonus 
adds even more points for high scores. 

Even players who bust continue 
playing, but only scoring speed bonus 
points. Players losing the first question 
have an opportunity to get back into 
the betting if they get the second ques- 
tlon correct. Big winners get addi- 
tional questions. Winners reaching the 
Trivia Whiz II Masters Level can key 
in their names for display. 

For further information on Trivia 
Whiz II, contact your Merit distribu- 
tor or Merit for referral. 


Date East’s new video game, 
Commando, takes the player on a 
secret mission behind enemy lines. The 
game was licensed to the Santa Clara, 
California, manufacturer by Capcom 
of Japan. 

The player, as a highly trained 
commando, must negotiate all types of 
terrain and obstacles while combating 
enemy tragps. The enentics, im 
bunkers and on bridges, come by 
vehicle and foot from all angles, taxing 
the player’s reaction and cunning. The 
player controls the route and the fire 
power, and becomes a hero when he 
penetrates enemy headquarters and 
frees the captives. 

For more information, contact 
your local Data East distributor. 
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CLASSIFIED 


ADVERTISING 


TOTAL SATISFACTION WITH OUR 
VARIOUS VIDEO GAME P.C.B.’s 


All with the best prices, top quality, huge quan- 
tity, high reliability and fast delivery. That adds 
up to Total Satisfaction. Contact us right away: 


HYUNDAI INDUSTRY 
Packard Wall Boxes and Packard 


Music Boxes. KING DISTRIBUTORS. 197, 3KA, Eulchi-Ro, Chung-Ku, Seoul, Korea 
378 Granite Street, Quincy, MA 02169. Phone: 265-2764, Tlx.: K29617 PHILCO Fax: 274-2846 


LEGAL GALAGA for $199 


A.P. Engineering converts Atari 
Dig Dug P.C. boards into Galaga 
24 hour turnaround 
1917 Huntington Street, Suite 3 
Huntington Beach, CA 92648 


714/969-1243 


WANTED 


1-617/471-0050 


It’s the solution 
operators have been 
waiting for! 


A simple software kit for all Pac-Man, 
Ms. Pac-Man, and others. It’s atwo player 
game with a fight space theme. Multi-level 


screens filled with fast action and excite- 
ment. 


No soldering 

No desoldering 
No jumps 

No etch cuts 

to board (P.C.B.) 


Call for details 
Or contact your 
local distributor 


‘ UNN INTERNATIONAL INDUSTRIES, INCORPORATED 


3000 Mingo Trail ¢ Longwood, Florida U.S.A. 32750 e 305/834-7734 
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EO ee 


Faco West 


BRINGS YOU 
Kicker (new from Konami)........... Best price in the Country 
Now in Stock — Call for immediate Delivery 
hoe: A ee $795 
Vie Ar KUAG FU .c2..cccauss-sness yun) ee oe eee 795 
Trivia (several models to choose from $495.) .........0 eee Call 
Bank Pani€ .. oss cu ees vovesssceecee oe ee 395 
Bomb JOCK .. ccc ned evsccscun as eee 395 
Tonk Bustef ...<-cc seca cus une ee eee ee Call 
Motorace USA, occ cee cue cee e cess 045 
MIKIC 5c. oo eek cu eee ew wesw ees 245 
Ring Fighter ...0.6:.sssts«se sen cue pen ee L790) 
Tag Team Wrestling... ..<.0c<vecnenus eens 19 es 295 
MiKi@: : ove cp ewe ce koe pw uence ees ee ee 245 
Video Hustlel. ..oc4s 0050s si uu 195 


Champion Baseball | & II (priced too low to mention) ........ Call 


THE BEST DEAL OF ALL 
Bank Panic (Bally Midway) Mikie (Konami) 


Conversion Kits 


BUY BOTH for $595.°° 


SONY 7 AMP POWER SUPPLY — $38.95 


Call FACO WEST everyday of the week. 
Running an especially Super Price on one. 


FACO WEST 


10719 Burban Blvd., North Hollywood, California 91601 


(8 T 3) 508- 7902 “No, we dont have Q toll-free #, 
TELEX: 650 251 5199 MCI ) ) 


pn a ee ee a a a ee ee eee 
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North California’s 


Video Connection 
Fast and Friendly Service on 
New & Used PC Boards, Conversion Kits 


Attack of Savage Bees 
Yie Ar Kung Fu 
Super Basketball 
Maga Zone 
10-Yard Fight 
(fast kit for Donkey Kong) 
Two Tigers (fast kit for Tron) 
Galaga III 
Bank Panic 
Up ’n Down (for Frogger, Zaxxon) .. 
Exerion (like Galaga) 
Video Trivia/Triv Quiz III 
Do! Run Run 
Mr. Do!’s Wild Ride 
Super Bagman 
Mario Bros 
Donkey Kong 
Cloak & Dagger (fast kit Williams) .. 
Joust/Robotron 
(fast kit Williams) 
Intrepid (like Elevator Action) 
Champion Baseball | 
(fast kit for Berzerk) 
Greyhound 4 in 1 
fast kit for Defender) 
We buy late model conversion kits for cash. 


BUY @ SELL ¢ TRADE 
VIDEO CONNECTION 


DISTRIBUTOR OPPORTUNITY 


Memory Challenger — 


TEST YOUR MEMORY 


e 25¢ Vend e Oak & Metal Construction 
¢ Computer Controlled ¢ Quick Return on Investment 
e Wide variety of Locations 


HI-COUNTRY MANUFACTURING, INC. 
187 County Road 250 Durango,CO 81301 Callcollect (303) 259-3889 


PAYPHONES—$55 
As extensions or add kit to require . he 
coins $98 Or ready to profit from is ADVERTISE 
$295 Genuinely FCC registered! fj IN 
Our electronics has been used in 5 ! 


other manufacturers Free 911, § | PLAY METER 
timed calls Also. expecting entirely 3 504/488-7003 


self-programmable long distance 
unit 608/582-4124 anytime 


930 Jeffrey Lane, Dixon, CA 95620 BEER ERE RR RERERERERE REE REE REE EREREEESS 
thn hielo SUMMER CLEARANCE SALE 

TOMM’S MUSIC NEW GAMES 
All video P.C. boards repaired at a flat 2-M&MIill Cg A. rr to. Call 
rate—$30 plus parts. 1-M&MV Karate Champ (cocktail)...... $1895 
All work guaranteed. 312/342-4420 7-M&MIV Black Beauty shuffle ......... 1895 
a 2-Till Mewsda Silt oo. <ccercuancss 695 
PO SF OO 65 cs as 1295 
Minimum of 6 - $200 each SIE TACKLE a in os cea cea ves 4995 

Sig’s 2, new but shop worn 

Smoke Shop 850 - $975 w/mech. USED GAMES 
Peel. TOGO . cue vi cx keuea sce $ 395 
PHONES Ri coe va er 795 
12 new Cointel phones - $1595 ea. Hand Writing Analysis ........ call 


PARTS 

We recently purchased another distributor and have extra units for Rowe 
billchangers and jukeboxes such as BC Bay Charlie-I!, BC-25 back test fixtures, 
older Rowe and Coffee Mat boards, motors, etc., new cabinet for BC-8, Atari 
pinball parts, token machine (Sears), used PC boards-$15. 


KITS: (all kits guaranteed legal) EMI S EA kderwccwersdawaun $ 550 

erie ee ee eee eee call Crystal Castle (for Centipede) ... 495 

Nee Pt RUE PU, 6 oes caer call Bullseye Darts (for Centipede) .. 495 

Model ET BNE SVSLON +2 nase ewtantorssa An OR OA een cricernwenn wee 450 

VO. POM cucuuseeci wie call -it.. Pac-Mars (rocktail! « 6.x cw axe 295 

ae Strikes BaGks oo ace ss cau Tin Star (for Front Line)... ......; 195 

O-Ball ACtiOn a « nihiccemeetcces Cal Donkey Kong Ul .<.cs ccs ca ces 195 

It SORTS WeVa0d PIR janasns eee ee es Cal Mir. Dol’s Wilande ....0<s4c4 0s 150 

It COUNTS Bane BES. ic cane oy Cae MORO cst ens. vase ee 95 
PETALS SOIR ie cs on ra cs 

It WRAPS erit’s Trivia II Pe ocak ic wees 95 

es APOE ic ew xe aka ee Oo) DUDE CUOD ccs s daw nn cee 95 

It BAGS PROOES FIITIOE ic os sevice ree oe ooo «=» Pac-Man Plus (mini)... cc<c econ 35 

All Denominations Factory authorized distributor for Atari, Bally, Konami, Merit, Rowe, etc. 
All In One Machine 
@ e e e 
Call or Write For Full Details Coin Machine Distributors, Inc. 
KLOPP 425 Fairview Park Drive @ Elmsford, NY 10523 
INTERNATIONAL, INC. Call Al Kress 
P.O. Box 708 1-800/431 -2112 — 914/347-3777 (in NY) 


Pinellas Park, Florida 34290-0708 
(813) 522-9425 


EERE RRRRRERERR EER RRR RRR SERRE eee 
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tr oe + san opener se eres tree 


Video Ware Inc. Es El Mayor 
Exportador De P.C. Boards 
En Toda Latino America! 

MAS DE 4,000 P.C. BOARDS EN STOCK! 


BANK PANIC e@ MIKIE «© GALAGA e BOMB JACK e MR. DO! 
TRACK & FIELD ¢ GYRUSS @ PAC-MAN, JR. © ZAXXON 
PENGO e MR. DO!’S WILD RIDE ¢ MARIO BROS. 
TIME PILOT '84 e INTREPID 
... Y MUCHOS MAS!!!! 


FUENTES DE PODER 
SONY 7 AMP (110 V) 


vicieiasasiveds $29 
LE OFRECEMOS 
LOS MEJORES PRECIOS Y SERVICIO. 


e Cada P.C.B. Controlado Antes Del Envio. 
e Vendedores De Habla Hispana. 

e Technicos De Habla Hispana. 

e Squematicos Completos. 

e Despacho Inmediato!! 


VIDEO WARE, INC. 


America’s Largest P.C. Board Dealer 
600 Clover Street @ Los Angeles, CA 90031 


213/225-1337 
W\DEO WARE 


wil 
“t 


Ml 


“THE OPERATOR'S DISTRIBUTOR” 


(Toll-Free) 1-800/VID-WARE (1-800/843-9273) 
TELEX: 295379 TABLEVISION 


Preguntar Por Cecilia 
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SULY PRICE LIS 


VIDEO GAMES 
tcl <,|) ae ta SMIBGS od pecaewuracs foo Mr. GGYs Castle ...... 495. Space Duel .. 24.65. 195 
Baby Pac-Man ....... Soe OTT asa sussve aad 195 Mr. Do!’s Wild Ride ... 595 Space Dungeon...... 395 
2: ee 495 Grand Champion (u/r) . 795 Monaco GP (s/d)..... 995 Space lnvaders....... 15 
BAITIOZONG «is és we xen Fe ~ SVIIGE den. ccs be ken 195 Monte Carlo.......... 995 Space Tactics (s/d)... 495 
Black Window........ oe SSCS. 2 canteuxeswoues See MOON Patrol . ess 595 Spy Hunter (u/r)...... 1895 
BUCK HOGGIS & céacn ems 495 H.B.’s Olympics ...... ovo. Ms, Pac-Man ......~.-. 400 - Siat TK .neccueee ess 195 
BUMP GUM «600 vos GJs Hyper Sports «access ee Pe eke venacn ce Taso” SAG WAS ga ce cnt Ses 695 
SUT QOINTIGs nik wicks ans 385. JUNGIE AUN. a2 saseoee a oc | er 1095 Strength & Skill....... 695 
SONOS WS bine wee OFS DOUIAEY 66 ccc wddas ae a ee el 295 Subroc3-D (s/d) ..... 995 
Champion Baseball... 595 Joust ........scss«s«s ooo Pac-Man. df, cc. ccis ss 595 Super Pac-Man....... 395 
Chexx Ice Hockey .... 1095 Kangaroo............ re. POOOTOOE ac cvedsescces GON = PAG SOCAN cess secs wens 195 
Cloak & Dagger ...... 495 Karate Champ........ pi a SS Cl 150 
COMMGNIG 5 xc ecunnns Call WICK=MHN ...« ses .xeran Bee “PRORINS 6 5cscinces ows > fen Yard Fight ....... 895 
Congo Bongo ........ See CRS 6c cackatwaoene 1085 Pole Pocitiol...«. «s+ TOGO. THOT ceduacxedvsanc<> 495 
Cosmic Gnas ....-.. 295 Kosmik Kroozer...... suo PolePositionli(s/d)..2195 Time Pilot............ 395 
CORSOOW es 4-655 Se ue vs 1895 Kung Fu Master ...... aed PUOTAOW ope xowsose nes B85 TN PUGt'S4..cisencss 695 
Crystal Castles ....... CSS Lady Bud ccccuxotecss 2 Ae DA el eas hens New ks 895 
Demolition Derby...... i 395 Professor Pac-Man... 595 Track &Field......... 895 
CRT Gas neces caw 295 = LDODIG cscs vacicwess 19> Panch-Outll......0... Toes FRO UG sv oe ee og 995 
Dobe as |: GUS Lest TOM cia cxcuncas eS fe S95 VUTRIRTIOMY 6 xc ccd sana 295 
Dorikey Kong 3. ...<.5. soy Major Hlavoe 2. uss. Pao GIGI cc as ance es ne O90 FWA TIGEIS. nae un cams 995 
Elevator Action....... foo .WMBKO TIGK. x0<2disames Se, 399 TAHT GOW) 6 kck caveuss 2995 
EXGCHGDING acacssancms 1395 Marble Madness...... 1995 Returnofthe Jedi..... S85: Up 1 DOW .seewcc css 895 
BROT ON patie sts kaka 495 Mario Bros, ss .«kscuss 3995 Hoad Fighter ......... 895 WizardofWor........ 175 
Ph doen As 6 al was S30 MBQEZORG ccs iasavens Gee ~ POUCH sxcnrersxaas Coe WRN cee ncwea sakaxvs 695 
FO CHAS sistas ex 2 995 Midnight Marauder... 995 Satan’sHollow ....... ROS MOMOUG 0px sek ses 595 
gio () ore ee 210: MBUDOGG sc cccccnaness Soe BOIGIORS inns sccnwowes 695 YieArKungFu....... 1095 
POGINT BANG b9 & os boxe oe SSS GAR GY wacxckwscvnase Sele o- SINUS nc arws mews wees G85 ZOOKGGDOEFL «2 oc cscs, 495 
LASER GAMES 
soy) > |) Oass Pi POR ccc en casvaves 199 MAGH.SMU/1) 2.6... Geo. SORCE ACE oan cs ivi d. 795 
DVaGON SLA eke naws 745 Interstellar ........... 595 M.A.C.H.3 (S/d) ...... 995 Star Rider (u/r)....... 795 
CONVERSION KITS 
ee 350 Great Swordsman .... 595 Nintendo UniSystem . 945 TenYard Fight ....... 995 
Champion Baseball ll. 295 HyperSports......... (ER io) | 2uD ‘TAGK & FIG. cose uxeus 395 
Cloak & Dagger ...... 195 IndoorSoccer........ B45 road Fighter 1.6.2... S99 TWO NGS.) cswenes 495 
CHOWT SON na keke env oe i ee. re << S90 «WideO THIVd .sccce aca, 595 
CryStlal Gasue cxccce ns et POO koe sn up sweets {75 “SVSSt HEAL cok wien. BA | TRS on sh es 695 
oe lut. | —_———— 29m «LIZA WIZE x onesie os 2 a a. 325 
Kit Special: Buy any Kit and Purchase a Cloak & Dagger Kit for Only $95. 
SPECIALTY ITEMS 
te Ae 1495 Norton Happy Feet............. 1195 «=—-_- PUIGE MOTO F Eh ois ccs ces owerns 595 
Eleciic Coin Counter ....scs0<: 495 Norton Happy Hammer......... igee  =«©POOSDET TANG .. ic crea cine s 395 
Footease Relaxalator........... 495 Norton High Ball............... 895 Williams Shuttle Alley ........... Call 
(THE ORIGINAL) of 


1289 ALUM CREEK DRIVE (ou only office) COLUMBUS, OHIO 43209 e (614) 258-2933 


IN OHIO OUTSIDE ORIG 
1-800-848-1514 ~~ '"* 4.800-848-0110 


Video Ware 


breaks price barrier 
... again 


TRIVIA GENIUS 
Only $395.0 


Fits cocktail, horizontal, 
and vertical 


VIDEO WARE, INC. 


America’s Largest P.C. Board Dealer 
The Operator’s Distributor 
600 Clover Street @ Los Angeles, CA 90031 


213/225-1337 
Toll-Free 
1-800/ VID-WARE (1 -800/843-9273) 
TELEX: 295379 TABLEVISION 


ey h 
lpi ey 


THAT’S MISSING 
FROM OUR 

SUBSCRIPTION 
LISI? 


it 


‘| 
ae 


JOIN 
OUR 
GROWING 


NUMBER = Lite 

OF SUCCESSFUL i as 

SUBSCRIBERS i 
CALL TODAY 


504/488-7003 


PLAY METER 
PUBLISHED BY SKYBIRD 


P.O. Box 24970 
New Orleans, LA 70124 


SS = 5 
i; = 


FRANK’S CRANKS 


(ar, . 
22?TRIVIA KITS??? GO a ____KITS-KITS-KITS_ 
LA Trivia (Kramer) ...<.... 795 SG “7 f Casino games 3 in1...... $625 
Sente Trivial Pursuit ...... call (Uy | (amusement only) 5 in 1.. 675 
Sexual Trivia (Greyhound) . 695 ; ya) n 6) Duck Hunt ivsy.......... 295 
Video Trivia (Greyhound) . .$645 Ae (~ vd Hogan's Alley (Va) :...<<: 295 
Also available as BOBO Road Fighter ......: Reduced 
New or Used uprights, a, PAM cain aucec ee call 
countertops and cocktail tables. A ? Two Tigers (for Tron)...... 595 
NEW GAMES Se a VS. Uni System with 
oe Reale! any ONG @a0e ......... aS 
Gridiron Fight e rns 3 
on Fight @ Commando Pack-Rat (Atari System 1)... call 
Kixx @ Paperboy Frank Kicker call 
congien Mastek tree , NHRWET ewan enewnen eee 
Call us today for complete list on all 
new or reconditioned videos and pinballs. 
The Operator’s First Choice et ee 
6 Sutton Place @ Edison, NJ 08817 Call Joe or Frank “The Crank 
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201/287-4990 
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DISTRIBUTORS WANTED 


: FOR SALE : ; 
e Buy direct from factory at whole- 80 deed Goace Piahe Ruckit 13,000 assorted — 
: toy capsule machines - $150 ea. tokens, size . 


@ Protected territories available 
for stocking distributors. 


$125 all pick up 15 gauge brass 


® Factory lead service from ad- All running, excellent condition Make Offer 
vertisements. J-P AMUSEMENT 
@ Equipment covered by $2,500,000 717/752-5153 412/391-1611 


ricerca 


insurance program. 
® Stop D.W.I. with our electronic 
Breath Alcohol Scanner. 


Call or write today! 
Horizon Distributors, Inc. 
P.O. Box 7095, Freeport, NY 11520 
516/379-4719 


(SIASSADAAIASAASASDASSASASAAAALAALA SA @©00000806000080080668 
me 


PROFITS AT YOUR FINGERTIPS 


WITH “SPEED ZONE” 
TEST YOUR REFLEX 


e Requires only one square foot 
e Place on countertop or pedestal 


WANTED 


Lucky Crane, Boom Balls, Philadelphia 


KK KKK KKK KKK KKK KKK 


Skee-Balls, Triple Crane, Whac-A-Mole, 
Muppet Video, Hydraulic Kiddie Rides, 
Midway Shuffle Alley B/W 
WANTED Namco Shoot Away 


M & PAMUSEMENT CO. 
717/848-1846 


: PHOTO MACHINES 


WE BUY AND SELL 


CHEMICALS, FILM, PARTS 
BEST PRICES GUARANTEED! 


ED HANNA 


P.0. Box 29077 ¢ Davie, Florida 33329 
305/474-5888 


Established 1951 


KKK KKK KKK KKK KKK 


Would you like to know 
the lowest prices on the 
newest conversion kit? 
Get 
BEST PRICE GUIDE 


every two weeks. 


For 6 issues send $11.°° to 


BPG 


333 N. Queen St., 
Kinston, NC 28501 
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ADVERTISE IN 
PLAY METER 


) 
504/488-7003 
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e 5 plays for 25¢ 
“SPEED ZONE” is a true money maker 
IMPERIAL INVESTMENT CO. ¢ 1974A Douglass Blvd. ¢ KY 40205 


(502) 897-7771 
KKH AAS SSS 


INFINITY 1 
The Game Of A Thousand Faces 
NEW GAMES COMPLETE $495 (F.0.B. Chicago) 
KITS—While they last! Call for 1985 kits 


All laser games available from $495. Call for current price!!! 


Bank Panic (new ’85 games) 
Road Fighter 
Roller Derby 


Tag Team Wrestling 
Ring Fighter 

Yie Ar Kung Fu 
Bomb Jack 


Trivia Quiz 
Wall Crasher (new ’85 game) 


Lil’ Hustler 
Mr. Do!’s Castle 
Lady Bug (board) 


*IC Chips available 2764, 128 


PROM 8200 PROGRAMMER 
Bi-polar E PROMS, up to 512K 


Write your own program & replace your own 
tS. 

Intelligent programming algorithm, 20 seconds 
needed only to finish 2764 copy. 

Check, Verify, Read, Write, and Modify the 
PROM/EPROM in the programming mode. 
Examine, Alter, Move, Fill, Upload, & Down. 
load the memory contents in the data mode. 
32Kx8 dynamic RAM buffer with powerful 
memory handling capability from keyboard. 
Allows data transfer/combine/separate from 
one PROM/EPROM type and size to another 
PROM/EPROM type and size. 

One RS232 port, for linking to the computer 
to upload/download data. 

Simple to operate, over current indication, 
automatic check-write-verify sequence. 
Fully portable for field or in-plant use. 

One full year guarantee. 


312/280-7610 
HOFFMAN INTERNATIONAL 


600 N. McClurg Ct., Suite 309 @ Chicago, IL 60611 
Telex: 280208 Hoffmn. Int. Cgo. 
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“The Operator's 
Distributor” 


Works Operator’s Hours 


COO OOOO OOOO) 


ROMAR LTD. 


TORONTO, CANADA 


OPEN DAILY Direct from Japan 
7:00 a.m. — 6:00 p.m. 

saniee siti New and Used 

SATURDAYS 


9:00 a.m. — 1:00 p.m. P.C. Boards 


VIDEO WARE, INC. 


America’s Largest P.C. Board Dealer 
The Operator's Distributor 
600 Clover Street @ Los Angeles, CA 90031 


213/225-1337 
Toll-Free 
1-800/VID-WARE (1-800/843-9273) 
TELEX: 295379 TABLEVISION 


For further information 


CALL TOLL-FREE 
1-800/387-3749 


TITITIIIIIITII IIT iii iii iii 
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CLASSIFIED ADS WORK FOR YOU wisereel 


USED PC BOARDS 


CALL FOR QUOTES 


Eldorado Products Ltd. 
7 14816 Main Street 
Gardena, CA 90248 


PLAY METER CLASSIFIED ADVERTISING 


Play Meter’s classified ads are sold by word (75¢ per word with a$10 minimum) or by 
inch for a display-classified ad ($30 per column inch witha | inch minimum). Prepay- 
ment must accompany ad. You may pay by check, money order, Visa or Master 
Card. Deadline schedules are available upon request. Send ad orders and prepay- 
ment to: Play Meter Magazine, P.O. Box 24970, New Orlenas, LA 70184. For more 
information, contact Joe Vonderhaar 504/488-7003. 


213/516-9525 


Write in or attach ad copy 


LITTLE CASINO I’S 
WANTED 
Harry’s Vending Company 
Los Angeles, CA 
213/541-6744 


Also, Dan of San Jose, California, callus. | 


WE BUY ROUTES 


Company Name 


Nini We are looking to purchase routes 
Addewcs Bhine in Southern California. 

ie Gite Zip Tea) Biclasea We are interested in video games, 
po aby ce ee ee Se ee ky toy & sticker dispensers. 
Master Card Acct. No, 2... 5. No at meses All information confidential. 


VIDEO ALTERNATIVES 
818/913-7303 


Authorized Signature 


T_T 
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SONY 7 AMP 
POWER SUPPLY 


Only $29.% 


Trivia Genius | Bank Panic 
$395.00 and Mikie 


Both Games 


Only $639." 


Cocktail, Horizontal, 
and Vertical 


Elevator Action - $295, 


and 4,000 more in stock 


~ VIDEO WARE, INC. 


America’s Largest P.C. Board Dealer 
600 Clover Street @ Los Angeles, CA 90031 
213/225-1337 


VIDEO WARE 


~ 
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D 
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W 
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(Toll-Free) 1-800/VID-WARE (1-800/843-9273) 

TELEX: 295379 TABLEVISION -- 
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(continued from page 28) 


That reflects a complete ignorance of the entire industry. 
There are far more coin jams in the coin entry than with 
the coin mech itself. So, if that’s the case, why are we 
staying with the standard coin entry? I saw a mech ata 
trade show a couple of years ago that was tremendous. It 
would push out a swizzle stick or anything else that was 
put into it. But apparently our manufacturers took the 
attitude that there was no way they were going to use it. 


Another thing, it might sound like a small item, but 
On our pinballs, it would help to have the size of the 
rubbers under the plastic. If we have that, it’s much 
quicker for a man to refurbish the top of the playfield 
because, even though it may be in the book, the books do 
get separated from the games. We always try to keep 
them with the game, but it doesn’t always work out like 
that. Besides, it’s much easier if you can look right there 
instead of having to look it upina book. Little things like 
that can cut down our service time drastically. 


What manufacturers have to realize is our operating 
costs are excessively higher today, percentage-wise, than 
What they were years ago. And today the operator is 
looking to cut his costs. The problem is that, during the 
boom, everybody was hustling to get games out; and 
nobody was worried about operating costs. But, with 
revenues dropping in half, all of a sudden, we’re worried 
about these operating costs. And the manufacturers can 
help in this area. I should point out I seea real willingness 
on the part of the manufacturers to work. I think it’s to 
the point where everybody realizes there’s a problem. The 
manufacturers aren’t doing very well, and a lot of 
emphasis has to be put on lowering our operating costs. 
Pinballs have to take in real good money to get beyond 
cash flow. And operators have to pull together because 
right now operators are running the business. It’s an ideal 
time for us to let the manufacturers know what it’s going 
to take to pull this thing together, what the operators’ 
needs are; so we can get back to the point where every- 
body is making money again. 


PLAY METER: At the AOE open forum, the Operator/ 
Manufacturer Alliance meeting, you were a _ panel 
member and said then that standardization could also 
help an operator with bookkeeping. Could you elaborate 
on that? 

ERICKSON: If manufacturers would standardize 


bookkeeping, it would make it easier for operators to 
adjust their games to get the maximum return out of 
them. That would make it easier for us operators to get 
that 30-40 percent increase in collections I was talking 
about before. Also, by cutting down on generic defects, 
they could cut our operating costs by five to ten percent. 

Now, what we need, as far as bookkeeping functions 
in Our games, are our totals. And these should be the 
same for every machine. For that reason, it’s very advan- 
tageous for all the manufacturers to get together. I like 
the idea of using all the displays with the systems they 
have. They can have it where it would scroll, or they can 
have it where it will read total dollars, total plays, total 
percentage of replays. That first function would have all 
our totals. From there, we could go further down where 
maybe on the second level we would have our replay 
level, and that would be followed by the percentage of 
replays at that level. Also, our bookkeeping should be 
structured so that one function is not resettable; so we'll 
have a cumulative total in bookkeeping since day one. 
Our second function will be everything that has to be 
reset. It has to become something where we hit one 
button and all our cumulative totals, except that one, are 
automatically reset. That would afford an operator an 
easier way of doing things. 


PLAY METER: But all these changes you’re talking 
about. Aren’t they going to translate into higher manu- 
facturing costs and that into higher equipment costs? 

ERICKSON: Most of them are just a one-time software 
change, and that’s really very minimal. As forsome of the 
other suggestions, about standardizing components, if 
we can get away from this problem of having to 
warehouse a lot of different components for every 
different manufacturer, everyone comes out ahead. But 
we need greater cooperation from the manufacturers for 
this to happen. The operator has to be ina position where 
he can cut his costs. And, until we get to that point, we’re 
going to have the problem of the manufacturers com- 
plaining that we’re not buying enough games and the 
Operators saying they can’t afford to buy new games 
because excessive operating costs are making it 
uneconomical to buy new equipment. Quite frankly, | 
think we’re beginning to take some positive steps. I see a 
real willingness on the part of the manufacturers. So I’m 
looking forward to things becoming a a ee | ne ee better. @ 
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The Operator’s Investment 
Analysis Computer System 


e BETTER MACHINE 
ROTATION 


We DONT Play Games 


With YOUR 
Amusement Business! 


e BETTER LOCATION 
CONTRACTING 


e EASIER RECORD 
KEEPING 


CUSTOM DESIGNED FOR THE 
AMUSEMENT OPERATOR 

Computer programs are special technical 
instructions that “tell” a computer exactly what 
to do. The OPERATOR’S INVESTMENT 
ANALYSIS SYSTEM instructs your computer 
to store and analyze information on all the 
amusement machines in your business. No, not 
another accounting program. This system is 
custom designed to give the operator the 
information and features he needs to manage 
more effectively. 


This system is built around a profit center 
concept. Each amusement machine is viewed as a 
separate profit center with its own revenues, 
costs, expenses, and investment. In addition each 
location, each machine type, even each machine 
name can be analyzed as separate profit centers. 
Maximize the performance of your profit centers 
and you maximize the performance of your 
entire operation. 


ACCURATE PROFIT ANALYSIS 
THROUGH COST ALLOCATION 

This system allocates all costs associated with 
your operation. General administrative costs, 
location costs, and depreciation are all 
considered when computing profit contribution 
an return on investment. Depreciation expense is 
handled automatically; each machine can have 
an individual schedule which you choose. 


YOU CAN SELECT FINANCIAL 

REPORTS: 

By Location 

By Machine Number 

By Machine Name 

By Machine Type 

By Maximum Return on Investment 
By Minimum Return on Investment 
By Maximum Revenue 

By Minimum Revenue 

By Maximum Net Profit 

By Minimum Net Profit 

By Location Type 


ROUTE COLLECTION REPORTS ITEMIZE 
EVERY MACHINE 

Never hand write another collection report! 
Since the computer knows what machines are in 
which locations it can easily provide a printed 
collection report form. 

The computer provides a list of each machine 
number and name at each location. It develops a 
form on standard 8'4”x 11” paper and provides 
columns for meter readings and collected 
revenues. If you want, print this form on two part 
paper so a copy can be left at the location. 


CUMULATIVE REPORTS ON 

PREVIOUS COLLECTIONS 

You need to be able to compare previous 
collections for all machines. The Forecaster 
Program provides exactly that. It prints a report 
itemizing the revenue collected on each machine 
by location for the past 3 to 5 collections. It 
provides cumulative revenue over that time 
(usually a monthly summary). 


EASILY VERIFY METER 

READINGS AND REVENUES 

Included with the system is the easy to use Coin 
Count Reconciliation Program. This program 
maintains records on all your machine meter 
readings. After each collection you simply post 
the collected revenue (or tokens) and the new 
meter readings. You can then print reports for all 
machines, or machines off by any specified 
amount. Even free tokens are taken into account. 


TWO AUDIO INSTRUCTIONAL 
CASSETES EXPLAIN EVERY 

FEATURE IN DETAIL 

When you order The Operator’s Investment 
Analysis system you will receive a notebook 
containing an installation manual, two instruc- 
tional cassette tapes and the program disk. The 
installation manual contains forms and 
explanations to simplify gathering the needed 
information on each machine. 


ROUTINE DATA ENTRY 

Simply enter machine number and revenues— 
and be sure to tell it if you moved something. 
That’s right. The only required data entry after 
each collection is the machine number and the 
revenue collected for that machine. And 
collections can be entered in any order at any 
time! If you move a machine from one location to 
another you simply enter the machine number 
and the location code of the new location. If you 
sell a machine, delete it from the file, if you buya 
machine add it to the file. 


HARDWARE REQUIREMENTS 
Available for MSDOS, CP/M, APPLE 
compatible computers and TRS-80 computers. 


FOR MORE INFORMATION: 

Call or write IMC at the address below. We'll 
send you a FREE brochure with sample 
printouts. For a demonstration ask for our 
DEMONSTRATION DISKS for IBM and 
TRS-80 computers! 


SORT ROUTINE 1 
NUMBER NAME TYPE 


CENTIPEDE VID 
FROGGER VID 
JOUST VID 
JUNGLE HUNT VID 
BURGER TIME VID 
DONKEY KONG VID 
MS PAC HAN VID 
TURBO VID 
GALAGA VID 
STAR CASTLE VID 
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$ 500. 
$18700 


TOTAL NUMBER OF MACHINES IN SORT 

AVERAGE REVENUE PER DAY $ 201.786 
AVERAGE PROFIT PER DAY $ 64.6369 
AVERAGE BOOK VALUE PER NACHINE $ 1870 


The basic financial reports appear as shown on 
this page. 


COMPLETE MACHINE HISTORY 
Complete history of machine performance is Peete eS ee eee Se Se ee eg 
available on any machine you wish.Simplyenter _ g ° 
the machine number you wish to review into the Name: 
Machine History Program. It will access and : 
print full Be catcod where the machine has Address: 

City, State, Zip: : 


been, its revenues, profits, book value, and ROI 
INNOVATIVE MANAGEMENT CONSULTANTS 


for each collection as well as the service cost, 
percent split (if any) and the machine’s 
611 LaRue, San Marcos Texas 78666 
: 512/396-3330 : ° 


depreciation sthedule. 
Then, if you wish, the computer will provide 
| 8 Gm eS Oe ee ee ee ee eo oo eo 


graphic plotting on your standard printer! 


THE ORIGINAL 17 : 
TAKES AGIANT 
STEP FORWARD 


Don't be fooled by imita- 
tions. Only STATUS has the 13” high resolution New long lasting 
original TRIV-QUIZ™ I, IL, color monitor metal cabinet 


and III. Now better then 
ever for more fun, more 
profits. 


Power out, 
on and off 
th switch in back 


Easy service 
from front easy moving 
Easy a Se 
conversion eh ll ee a Excessively large 
ability , Oo ae ae locked cash box 
Easy to service Directional 
slide out electronics turn table 


* Longer lasting in 
location 


* Also available in tradi- 
tional upright cabinet 


% The most advanced 
computer game system 


Conversion Kits available 
for any style video game 


a including cocktail tables. 
* Thousands of * Advertising feature 
questions in numerous 
categories * One or two players § 
* Conversion Kit up- &Reveal.or.conceal.. _ 
dates available correct answer to players © COPYRIGHT 1984 


56 Budney Road ¢ Newington, CT 06111 © 203/666-1960 


2901 South Highland ¢ Las Vegas, NV 89109 © 702/731-4940 


